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Commercial and individual interests 
are being eclipsed by increasing de- 


mands for war activities. 


been true in each of 
the wars we have 
passed through, and 
we would not have it 
otherwise. America 
must emerge from 


THE WOOSTER BRUSH CO. ®* 
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the present conflict a stronger and 
better nation than ever before. 
When it does, you can be sure that 


we shall produce a 
brush of the same high 
standards and quality 
for which Wooster 
Brushes have become 
so well known. 
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HARDWARE DEALER HELPS WAR EFFORT 


















’ wf a 
A factory making bomb-racks stood idle. Finally, the town’s hardware dealer was ap- Yes, his hunch was right! In a nearby shut- 
awaiting shipment of a vital metal part. pealed to for help. His own stock was barely down factory were enough of the needed parts 
Meanwhile, on a distant assembly line. 14 enough. But perhaps... to resume production. 
bombers stood still. 





YALE MOVING MEN 
CREATE GOOD WILL 
FOR YALE DEALERS 


YALE advertising in SATURDAY 
EVENING POST tells how hard- 
ware dealers are contributing to 
our country’s war effort. ..and 
sends prospects to hardware stores 
for products of quality, up-to-date 
buying facts. 


~YALE~ 


YALE PUTS 3 BIG SALES MOVERS 
IN YOUR BUSINESS 







ro - 


~ THE NAME YALE neces make tHE sate 


THE YALE & TOWNE stimroro. conw.u. s.a. 
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Hardware Age, published every other Thursday by Chilton Co. (Inc.). Entered as secon i-class matter, March 24, 1933, at the Post Office at Philadelphia under the Act of 
March 3, 1879 ( Printed in U. 8. A.) $1.00 per year. Single copies, 25¢ each. Vol. 149, No. 8. 

















The Complete TAPE Line 


for MAINTENANCE 
and REPAIR... 


PANTHER & 
DRAGON 



















Sold Exclusively Through 
Distributing Wholesalers 





—— | ® HAZARD 


FRICTION AND RUBBER TAPES 


4 TARD SLATES | Wik = 


When it’s impossible to replace dam- 
aged electrical or mechanical equip- 
ment, show your customers how to 
make safe repairs with Panther and 
Dragon Friction and Rubber Tape. 





First te be Wrapped and Sealed in Cellophane 
Perfect Adhesiveness and Tensile Strength 


Strong Distinctive Green Core 
4 


Colorful Attractive Boxes - 


15 
A Company in the Insulation Business Since 1878 


HAZARD INSULATED WIRE WORKS 
DIVISION OF THE OKONITE COMPANY 
Works: Wilkes-Barre, Pennsylvania 
Offices in Principal Cities 
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STANLEY TRACK and HANGERS 







FOR DEFENSE 


[ STANLEY ] 


TRADE MARK 











3 SIZES MEET ALL NEEDS 


FOR DOORS UP TO 1000 POUNDS 


You need stock only three sizes, X, Y, and W, of Stanley No. 2641 
Track and No. 2650 Hangers for all common sliding doors weighing 
up to 350, 700 and 1000 pounds, respectively. This means that with 
a minimum stock investment you can meet the demands for practi- 
cally any sliding door. 

Stanley Hangers have accurate two-way adjusting nut, ball bearing 
swivels, and roller bearing wheels. 


Stanley “Hold-Fast” stanley Track Bracket 


Track Clamp No. X2650-C 

No. X2651 Stanley Track carries the hangers inside, protected from weather 
Stanley Track in sections convenient for you and dirt. Straight pieces are made “straight as a die”. Curved pieces 
to stock, becomes virtually a one-piece unit are supplied with 90° turns, others on order. Send for catalog. 
of any length when bound end-to-end 
with Stanley Track Brackets and Clamps. THE STANLEY WORKS — NEW BRITAIN, CONN. 


STANLEY HARDWARE 
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Tavern Home Products are a 
fast-moving, well-recognized 
line of Household Products! 


Window 


Cleaver, 

















ERE is a complete line of highly 
effective home products that 
housewives are reading about in Life, 
The Saturday Evening Post, Ladies’ 
Home Journal,Woman’s HomeCom- 
panion, and Good Housekeeping. 
Customers ask for them by name— 
come back for more. 
Send for complete information to 
your nearest office of Socony-Vacuum 
or write to 26 B’way, New York, N.Y. 


free 


2 BAC 
VAPORIZERS 






ALSO:—Tavern Rug Cleaner, Tavern Furniture Gloss, 
Tavern Lustre Cloth, Tavern Leather Preserver. 







© Another quick-selling line is Bug-a-boo. mes 
There's Bug-a-boo, the Super-Spray that’s 

powerful, quick, pleasant to use. Also, Bug-a-boo 
Moth Crystals and Bug-a-boo Garden Spray. 








NON-RUB FLOOR WAX + PASTE WAX + LIQUID WAX » WINDOW CLEANER + TAVERN CANDLES + PAINT 
CLEANER + RUG CLEANER - FURNITURE GLOSS - LUSTRE CLOTH - PARASEAL WAX + ELECTRIC MOTOR OIL 
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“DU PONT PAINTS MADE OUR 
NEW STORE A QUICK SUCCESS” 


oo eek tein tee a 


4 ... says Samuel Hoffman, of the Hoffman 
Wall Paper Company, New Haven, Conn. 
His letter is good additional proof of a fact 
dealers all over the country have known for 
years... ét pays to be a Du Pont paint dealer. 
E. I. du Pont de Nemours & Co. (Inc.), 
Finishes Division, Wilmington, Delaware. 
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PAINTS 


A SURE SIGN OF GooD BUSINESS 
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@ Every cloud is said to have a silver lining, so 
the adage runs, and the curtailment of production 
of household equipment, of bicycles and automo- 


biles, of washing machines and lawnmowers, of 
radios and “gadgets,” makes the bolt and nut stocks 
of hardware dealers more important than ever 
before as a source of profit. 


- 


“Keep what you have in repair,” says our Govern- 
ment, “because you don’t know when you will 
again be able to buy new.” 





And how do you keep household appliances and 
equipment, farm machinery and your household 
premises in repair? Quite often merely by replacing 
a bolt and nut when it is broken or rusted through. 
The “handy man” around the house may find that 
what he needs is not a new piece of equipment, but 
some bolts and nuts instead, a wrench and screw 
driver, and the willingness to give a little time to 
“keeping what he has in repair.” 


And that’s where you come in. 





out 


If you have a stock of bolts, nuts, cotters and cap 
screws you have an unusual opportunity to be of 
service in your community. Display your bolt stock 
along with builder’s hardware, small tools, paint 
and brushes. Make a window display built around 
your Lamson stock packed in those interesting 
cartons that won an Award at the All-America 
Package Competition. You may be surprised how 
many people will remémber that they need some 
bolts, nuts, screws and: Cotter pins when they see 
them on display. 


Then, especially if you have a Lamson Speedmerchant, 
you are all set to cash in on this “bread-and-butter” 
staple. If you do not yet have your own Lamson 
Speedmerchant, ask your jobber to get you one as 
soon as he possibly can. (It may take awhile too, 
because there are many ordered ahead of you at 


this moment.) 


For your convenience, we are listing the standard 
products made by Lamson & Sessions which you 
may want to check against your ‘““want book” before 
your jobber’s salesman comes around again. If you 
are overloaded on some items, your jobber’s salesman 
may know some other dealer who would like to have 
your surplus, and the reverse might be true. We want 
to be absolutely frank—practically every bolt and 
nut we can produce in our five big plants is ear- 
marked for war purposes. The Government permits 
us to make only those bolt products necessary for 


maintenance and for war materials. 


Ask your jobber’s salesman for a copy of the Lamson 
“Ready Reference” List or write us for a copy. This 
handy “‘visible-indexed” edition of our catalog and 
price list will be a convenience you will appreciate. 


Lamson & Sessions manufactures the most complete line 

of bolt and nut products in the world, and these are the 

standard products which under normal conditions are 
stocked at our plants and by our distributors. 





BOLTS 

Carriage; Cut Thread, Rolled 
Thread, Ribbed Neck 

Elevator; Nos. 1, 2, 3, 4 

Lag; Gimlet Point 

Machine; Cut Thread, Rolled 
Thread, Hexagon Head, 
Countersunk Head 

Plow; Nos. 1, 2, 3, Regular, 
Repair; Nos. 4, 6, 7, Regu- 
lar, Repair; No. 8 or Chatta- 
nooga, No. 11, No. 16, Bent 

Step 

Stove; Round Head, Flat Head, 
Oven Head 


CAP SCREWS—Filat Head; Hex 
Head, Fine and Coarse Thread 

CLIPS—Wire Rope 

COTTERS—Spring, Cellar Box 

KEYS—Flat Spring 

MACHINE SCREWS — Round 
Head, Flat Head, Oven Head 

NUTS—Stove Bolt, Machine 
Screw, Semi-Finished, Wing 
Nuts, Lamson Lock Nuts, Un- 
finished Nuts (HP&CPC&T), 


PIPE PLUGS 

RIVETS — Tinners’, California 
Tire, California Tire Rivet 
Burrs 

RODS, THREADED 

SCREWS, SELF TAPPING 

SET SCREWS, SQUARE HEAD 

SHEET METAL SCREWS 

STUDS, USS MILLED 


Other standard products we make 
but do not stock are: 
BOLTS—Battery + Clevis * Con- 
necting Rod « Dardelet « Ex- 
pansion « Eye « Fitting-up « 
anger « Hook « Shackle « 
Spring Centers U-bolts 
¢ Weather-tight 
RODS—Furnace « Ladder « Radi- 
ator ¢ Stove and Tie 
SCREWS— Phillips Recessed 
Head « Fastener Units * Thumb 


PINS—Clevis + Hinge 


* BUY U.S. DEFENSE BONDS * 


THE LAMSON & SESSIONS COMPANY « 1971 West 85th Street ¢ Cleveland, Ohio 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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WHAT A JUMP 


IT TAKES SELLING 


PAINT OUT OF THE 
PRICE SELLING CLASS! 


The fellow who sells paint by the job it will do 
has the jump on the man who sells by the 
qailon. And that's just why the dealer who sells 
paint the Sherwin-Williams Paint and Color 
Style Guide way puts it all over competition 
Because in no other way can a dealer show a 
customer so vividly, so faithfully, just how the 
point he sells actually looks on the walls of a 


“With the Sherwin-Williams Style Guide, any paint dealer has *The p 


two strikes on competition before he even starts fo sell!” A 
—H. B. Leeby, “We 


ur exp 


Victor H. Leeby Co. tive pai 
Fargo, North Dakote Pe"s0"2 


“The Style Guide leaves the indelible impression that our store 


supplies a decorative service not offered by 
any other business in our community.” 

—E. A. Holt 

Maryville, Missouri 


“The Style Guide is so important to us that 
we never could do without its help.” 

—Archie Abney 

Harrisburg, Illinois 





home or a room! And in no other way can a 
customer be given so many colorful, stimulating 
ideas for doing more painting than he intended 
to when he first came in! 

Let us tell you the whole amazing success 
story of this largest and most beautiful collec- 
tion of American home and room photographs 
in full color. Mail the coupon. No obligation. 


without 


Archie Abney 








“| have heard nothing but very favorable com- 
ment, even from your competitors.” 

—Ward H. Blackall 

Grand Rapids, Michigan 


t dealer has’ The public’s acceptance has been far beyond 
ell!” our expectations. 

H. B. Leeby “We had the manager of one of our competi- 
. Leeby Co, tive paint stores ask to borrow these books for his 
orth Dakoto Personal use over the weekend.” 


—John G. Rose 
Pittsfield, Massachusetts 


“There's no question that the Style Guide helps to 
make many sales that would be lost without it.” 


mt our tm —H. C. Shanklin, Frankfort, Indiana 


"We find we need the Style “During the.past year our paint 


ag 


ie 


hie Abney 


Guides in our daily operation of 

selling our full line and look back 

and wonder how we did business 
without them.” 

—G. C. Rowell 

Fort Morgan, Colorado 


The Sherwin-Williams Co. 


G. C. Rowell 


Dept. HA4, 101 Prospect Ave., N.W. 


Cleveland, Ohie 


NAME 


sales have nearly doubled and 
we are positive that most of this 
increase was due fo the Style 
Guide service.” 

—R. B. Buckley 


Chippewa Falls, Wisconsin . 


R. B. Buckley 





* MAIL THIS 
eel i} je}, Bie): 





ADDRESS 


Gentlemen: Your story sounds good! Tell 
me more about the Style Guide and the 
$-W Franchise. But, remember, this places 
me under no obligation! CITY. 


FRANCHISE 
Facts # 




























OIL RANGE 


are more valuable than’ 
farm and small town home! 


-and PERFECTION is the M,, Wandard 
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of quality” for Oil Ranges! 


HAT affects the farmer, affects the 
Victory effort. Today, Perfection’s 
convenience, low operating cost and famous 
performance make it the ideal range for 
healthful, efficient vitamin cooking . . . more 
valuable than ever for farm and small town 


homes — for homes everywhere in America. 


It’s true, Perfection Oil Ranges are being 
manufactured in curtailed quantities, in cheer- 
ful compliance with our Government’s re- 
strictive orders. While at present we can supply 
you with a fairly adequate number of ranges, 
we suggest you anticipate your needs as far 
in advance as possible. And you can be sure, 
that today, as always, when you handle Perfec- 
tion Oil Ranges, you are handling a range 
famous for Quality and Top Performance! 


WE'RE LOOKING AFTER YOUR CURRENT SALES with 
national advertising, stressing the fact that 
“Perfection’s best for these days’’. . . the ideal 
wartime range. And we’re telling your 
customers that Perfections are built to last 


far beyond “‘the duration’’. 


AND DON’T FORGET, MR. DEALER, that re- 
placement parts and wicks are not covered by 
priority rulings! You can keep up your 
stoye traffic by pushing the sale of these 
priority-free repair fixtures. We’re featur- 
ing this in our national advertising . . 
urging present Perfection owners to “keep 
“em cooking” with new replacement parts. 
And we're telling them to ‘use only genuine 
Perfection Inner-flow Wicks for best cook- 
ing and baking results. 


PERFECTION STOVE COMPANY 


7344-A Platt Avenue, Cleveland, Ohio 


The Mark of Quality 


HARDWARE AGE 
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FOR THE MAN 
WHO KNOWS GOOD 


OOK in the hands of the man who knows 
good pliers—you probably will find that he 

uses Klein’s. Almost a century of manufacturing 
experience is back of every pair of Klein pliers 
—almost a century of “know 

how’’ that has won for 


Klein’s their reputation for reliability when the 


going is tough. 

Klein pliers are made in a variety of sizes and 
styles to suit every electrical need. In the Army, 
Navy and on priority jobs they are assuring bet- 


ter work—faster work. 


DISTRIBUTED THROUGH JOBBERS—Foreign Distributor: International Standard Electric Corp., New York 


\ . momo LE INeao & Sons 
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ABOVE 
AVERAGE 
STRENGTH 


Daniel Boone i. \ 


Handles are the ‘\ 
strongest hickory \ 
handles made. \ : 
‘Independent scien- ~ \ q 
tific tests by engineers — 
in leading universities 
show that these handles \o\ 
withstand 37% more pres- Nua 
sure before fracturing than ; \ 
the average of all other grades 
of hickory tool handles. X \ 
This is the strongest handle ‘* 
made—the best value. Your customers b 
will prefer it; your profit on it will 
exceed that on several cheap, low priced \ 


OUR GUARANTEE 
This Handle is made of the best Second 
Growth Hickory in the world. its Grade 
tnd Pottern have been approved by Tool 
Makers and Tool! Users os being unequalled 


WO BETTER HANDLE CAN BE MADE 















handles. Order from your jobber. 


TURNER, DAY & WOOLWORTH HANDLE CO., INC. 
LOUISVILLE, KENTUCKY 


FOR OVER 80 YEARS WORLD S$ LARGEST HICKORY HANDLE MANUFACTURER 


PURITAN 504 Gv 


PURITAN CORDAGE MILLS, Inc. LOUISVILLE, KY. 





| that's built to stand the severe use of pub- 
| lic service. 
| tion; is practically trouble-free; always 
| gives complete 
| satisfaction. 





$5,000,000 
rhtentals for 4] 

















Conservatively estimated sander rentals 
in 1941 amounted to over five million 
dollars, with sales of sand paper and 
other allied materials accounting for 
sales of more than double that amount. 


That's BIG BUSINESS is any man's lan- 
guage! And highly profitable business, too, 
for those dealers who own and rent the 
CLARKE DREADNAUGHT 8 Sander— 
the high production, easy to handle sander 


It requires little or no atten- 


— T 


Get your share SPEED EDGER 


| of this highly at- Ideal running 
tractive business. mate for the 

| Write NOW for Quality 8 Sander 
Investigate! 


| complete details 


| details of the 











of the CLARKE 
Rental Plan and 


greatest profit 
producing ma- 
chine on the 
market. 


CLARKE SANDING MACHINE CO. 
DEPT.HA242,MUSKEGON, MICH. 
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Y, Bellevue 


IS THE GATHERING PLACE 


of those who do the important things in 
business, social and public life. It may 
be a business meeting, a small dinner, 
a great banquet, an exclusive party, or 
a number of each at the same hour— 
the Bellevue embraces them all in the 
tremendous capacity of its facilities— 
each with an intelligent service that 
leaves nothing to be desired. 


BELLEVUE-STRATFORD 


PHILADELPHIA 
CLAUDE H. BENNETT, General Manager 
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EXTRA SALES TODAY! 
... by helping folks make old things do! 


HERE'S no priority on repairs! In 
fact, it’s downright necessary to 
mend things which are hard to replace. 
Duco Cement is a natural for this 
market. It has 1001 uses—in the home, 
office and shop. It’s waterproof, flex- 
ible... and transparent. It can be used 





POND 
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on ’most any surface (except rubber). 

When folks see that it is made by 
Du Pont, they don’t need any sales 
talk. They already know about Duco, 
Cellophane, neoprene, nylon and 
other quality products developed by 
Du Pont. That’s why they know 


CEMENT 


that Duco Cement must be good! 

Display Duco Cement prominently 
—on, your counters and in your show 
windows. It will pay you a swell profit! 
Ask your jobber or write: E. I. du Pont 
de Nemours & Co. (Inc.), Wilming- 
ton, Delaware. 
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TEAMWORK 
TELLS... 


% Today, as never before, 
teamwork tells—the team- 
work of advanced research, 
modernized machinery, up- 
to-the-minute manufac- 
turing methods and alert 
man-power. That’s the kind 


of teamwork which Lowe 


Brothers offers dealers—the 
kind which continues to 
produce paint whose unsur- 
passed quality and dura- 
bility assures you satisfied 
customers for such superb 
products as High Standard, 
Mello-Gloss and Plax. 








W7...0: IS EVERYBODY'S BUSINESS 
LET’S WORK FOR IT...TOGETHER 





The QUALITY of 


Glue is determined by 


TEST.. Not by PRICE 





Give ROGERS GLUE a triai—iT'S THE BEST BY TEST. 
Safegeard your customers on price without sacrificing 
your percentage ... it will pay you good dividends. 
ROGERS protects you by refusing to sell chain stores 
end mail order houses .. . AND WE HAVE NOT 
ADVANCED OUR PRICES! 


Yes! ROGERS continues to sell for you with national ad- 
vertising in POPULAR MECHANICS, POPULAR SCIENCE 
and SCIENCE AND MECHANICS. . . magazines reach- 
ing well over a million and a half consumers monthly. 
in addition, we offer free project booklets and project 
sheets to your customers at any time. Just advise us 
of the quantity that you desire to have at hand, and 
we shall be glad to forward a supply. 


PHONE YOUR JOBBER FOR SPECIAL DEAL 
USE ROGERS LIQUID FISH GLUE 
“The Glue with the Grip of a Gorilla 


ROGERS |! 


the act LIQUID FISH GLUE Lg) 


GLOUCESTER, S 











Order No. 160-BC. Vaughan’s Improved CAN OPENER 
COMBINATION ... BOTTLE OPENER ... CORK 
SCREW ... AND A NEW OPENER FOR ALL CANNED 
LIQUIDS! The only complete Can Opener Combination on 
the market, at a popular price. Packed on individual display 
cards. One dozen to the box. A fine seller. Send for prices. 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed 
on three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 
3211-25 CARROLL AVE. CHICAGO, ILL. 
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Wolded Fence meets aa» 


increased farm needs... 


. ..+ fequire more e enclosures, 
wire floors, sun porches, scratching 
yards, etc. 


MORE MILK AND MEAT 





. . - demand cattle, hog and sheep 
fence to meet each pasture, feeding, 
barn and pen need. 


MORE FOOD CROPS 





- + + Mecessitate fencing to maintain 
crop rotation, soil fertility; prevent 
erosion, crop destruction. 


APRIL 16, 1942 


Fence is as much an essential tool of farming as a 


_ plow or a disc harrow. It is as important to a 


farmer and to his farm’s production, as guns are to 
a soldier. Without fence, which saves labor and 
makes balanced farm production possible, our 
country would suffer sharply reduced food supplies. 

The modern “woven wire” type of fence is the 
most efficient method of farm land division yet 
devised. The Pittsburgh method of fence joint making 
... automatic electric welding at the intersection of 
line and stay wires . . . results in fence of unequalled 
strength and sag resistance in comparable gauges. 
Yet this full-strength fence consumes 12% to 15% 
less steel than types requiring joint wraps and locks 
of extra wire! 

Thus, as vital farm fence becomes increasingly 
difficult to get because of steel restrictions, Pittsburgh 
WELDED Fence would yield the greatest number of 
rods of fence per given ton of precious steel. Hence 
many jobbers and dealers, wanting sorely needed 
farm and poultry fence, favor the production, when 
possible, of this maximum-yield fence. 


PITTSBURGH STEEL COMPANY 
1621 Grant Building - Pittsburgh, Penna. 











Saves 12% to 15% steel 
yet is stronger and better 








WELDED-JOINT 


oP 


HINGE -JOINT 















Wastes vital steel needed 
for other urgent needs 









Avoid Costly Delays in Buying! 
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When you are looking for a particular product or a 
line of merchandise do as most regular users of the 
Directory Number do—use the Green Index first. 


It will probably lead you at once to the actual cata- 
log data of the product or products as pre- 
sented by one or more manufacturers in their 
“Ad-Catalogs.” 


There is a great and valuable fund of product in- 
formation at your fingertips in the 365 pages of 
informative advertising published and carefully 
indexed by products in the current issue of your 
“Who Makes It?” issue—by far the largest aggre- 


hs will help you and your supplier in avoid- 

ing costly time loss in filling your orders 
if you can identify wanted merchandise by 
manufacturers’ trade names, model number, 
size or pattern and also to indicate acceptable 
alternate items if your preferred items are 


temporarily out of stock. 


THE 
MERCHANDISE 
DIRECTORY 
NUMBER 


The “Who Makes It°’ issue 
of HARDWARE AGE 


is in effect a Combined Catalog of the products 
of over 560 manufacturers. including nearly 
all of the better known concerns selling in 
this field. Make it work for you. 


gation of such helpful information that is available 


, to the hardware trade. Use it. Make it serve you. 


The “Merchandise Directory Number” as in your 
hands today is the product of many years’ devel- 
opment. For twenty years—the last ten in the 
form of this special annual issue—this service of 
HARDWARE AGE has been molded and adjusted 
to the needs and convenience of buyers of 
hardware. 


The “Who Makes It?” issue—both as a Merchan- 
dise Directory and as a Combined Catalog is tailor- 
made for you. 


HARDWARE AGE 

































PLYMOUTH 
WAR RATIONS FOR 
ROPE USERS 
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y MAGIC BOOK—¥Yoar Yun 
umber. - Bin Nal 
FREE TO YOU. The famed magician, Emil Jarrow, has 
eptable prepared this sensational book for Plymouth, exposing 
for-the first time twelve of the world’s most mystifying 
ms are rope tricks. 
With pictures to guide you, it’s a simple matter to 
learn the tricks. Work the famous Hindu Bottle trick, 
the Rope through the Neck trick, and ten others. With 
a little practice, it’s as easy as tying a granny knot. 
“Rope Magic” is being sold to the géneral public for 
I g £ £ I 
x 9c ’ s} . + ° 
¢ 25¢ ... but Plymouth Cordage Company offers it to 
the readers of this magazine free. Fill out coupon below 
for your copy. 
WARTIME RULES—Yor Viclory 
In many products, including rope, the Home Guard 
ssue must go on “war rations.”’ Our famous Ship Brand and 
all other Manila ropes, for example, have enlisted for 
the duration—leaving Plymouth Wartime Rope, made 
of best available fibers, for civilian use. Wartime Rope 
has approximately 80% the tensile strength of Plym- 
oducts outh Manila. 
nearly ALL ROPE MUST BE CONSERVED. If you sell or 
. ' 
. : use rope, here’s how you can help. Make rope last longer 
ing in by observing rules of safety and saving. 


FREE PLYMOUTH BOOKS TELL HOW. “Making 
Rope Last Longer” is a new booklet showing how a 
few simple rules will help you and Uncle Sam in this 
emergency. 


iilable 


“Plymouth Service, Book No. 2” for distributors and 





e you. dealers explains new rope priorities, regulations and 
specifications. 

} os They're both FREE for those who can use them. 

devel- Write for.the ones that fill your needs today. 

in the ; 

ice of PLYMOUTH CORDAGE COMPANY 


North Plymouth, Massachusetts; Welland, Ontario 


Division Offices: New York, Chicago, Houston, San Francisco 
Warehouse Stocks: New York, Boston, Philadelphia, Baltimore. 
Honiton. Chicago, San Francisco 
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PLYMOUTH CORDAGE COMPANY, Dept. No. HA-4 
North Plymouth, Massachusetts 


You may rend me a free copy of the “Wartime Rules” I have checked. 
Pp | F Y M O U {] “Making Rope Last Longer” Booklet (for users of rope) 
C) “Emergency Service Book No. 2” (for distributors and dealers only) 


[) “Roepe Magic” Book 
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“Youve got 
o keep remindin 
them, Buddy” 


EVER give your prospects a chance to forget you. For, after the war 


Fe ee ee ee) 


clouds roll by, you’re going to want their good will more than ever. 
Right new you may not be able to provide your customers with all the prod- 
ucts they want. Even so, it pays to keep “selling” your store as headquarters 
for good products—American Fence, for example. 

To help maintain the recognition of U-S-S American Fence and to help 
our dealers get future business, we are continuing to advertise U-S-S Ameri- 
can Fence in leading farm magazines reaching every part of the country. 
So, be sure to let your customers know when you have American Fence 
to sell. There’s more of it in use than any other brand—proof that it rates 
tops with most farmers. That’s why dealers who keep reminding their cus- 
tomers that they handle U-S-S American Fence will have the best chance 
for a big volume of business after the war is over and there is plenty of 


good American Fence for everyone. , 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
COLUMBIA STEEL COMPANY, San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 


United States Steel Export Company, New York 





AMERICAN FENCE 


Thereh more in use than any other brand 
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SHOW YOUR CUSTOMERS 
HOW THIS IMPORTANT | 
STRENGTH-ADVANTAGE | 
IN “CHAMPIONS” 
MAKES IT POSSIBLE 10 
DRIVE "EM HARDER 


Tz extra strength built 
into the mid-section of Union | 
Hardware “Champion” Screw- 
drivers offers users positive pro- 

Sbesmened tection against tool failure, par- 
Cabinet Model ticularly when the “pressure’s on”. 
eteaeteall Note how the blade is shrunk into 

a malleable bolster which rests in 

a heavy ferrule while tang (which 

forms a part of the bolster) en- 

ters and passes deep into the han- 
die. Here is rugged construction to withstand the severest 
twisting strains that can be imposed manually. Add to this | 
point these features:—blades of tough tool steel, expertly 
tempered; blade ends accurately ground and tested to en- 
gage screw slots without side play; durable handles of hard | 
wood—and you have a winning combination for fast profit- 
able sales. Call on your jobber to fill your requirements 
for “Champions”—the screwdrivers with a half-century 





Built-in features such as MYERS 
ROLLING MOTION COG GEAR HEAD 
are responsible for the popularity of 
Myers Hand and Windmill Pumps. 
PATTERNS AND SIZES AVAILABLE MYERS COG GEAR PUMP HEAD with 

Tosele ME ohtbesho MM clocelol(-Mbrel-lotel-ME-lo Mle) ol-s coat lo) el 
in a deeper well or with larger capacity 


service record. 


“Champion” Screwdrivers are made in five patterns in the follow- | 


ing sizes: 

. linder, Iti i j 
REGULAR—10 sizes from 2!” to 12”, blade length. ee ae ‘a poll ae ae Gemad 
CABINET—8 sizes from 21/.” to 12144”, blade length. and children. 


ELECTRICIAN—8 sizes from 2!1/.” to 1214”, blade length. Check Myers built-in features and you 
MACHINIST—S5 sizes from 12” to 30”, blade length will see why Myers Hand and Windmill 
SPECIAL—2 sizes, 1/,” and 15/4”, blade length. Pumps continue to be leaders. Write 
fo) Mole ale dere 
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Screen Cloth 

This screen cloth has won the 
approval of carpenters and many 
others who know what a differ- 
ence good cloth makes. Cuts 
square, stretches tight and 
straight. Smoothly galvanized. 
Black cloth is carefully covered 
with a smooth coating. Comes in 
a strong fibre carton that exactly 
fits the roll. 


Hardware Cloth 

The finest cloth that you can 
sell. Made with straight wires 
and even mesh. Exclusive welded 
selvage. The care with which this 
cloth is made results in a uni- 
form cloth with straight, firm 
edges that are easy to nail to 
frames. Comes in many gauges of 
wire and sizes of mesh. 


Burner Baskets 
Just the thing for burning rub- 
bish in the annual spring clean- 
up. Strong wires, welded at in- 
tersections. Painted bright red. 
Made in 1%, 2 and 2'4 bushel 
capacities. For especially rough 
service we recommend the Cyclone : 
ee ie me ented, : : ist’ di leheaiied P . Catch-All Basket. Enameled Meet toe bo 
| l has always been wise selling to show a customer a trade- souls te ake eee eaten. sare 


mark that is known for quality. A good name often proves 


Lawn Fence and Gates 

’ ps 7 This sturdy fence is ideal for 
a special value. For you really make a hit when customers see yard enclosures. Made with strong 
> : wire and smooth galvanizing. 
Can be used with steel or wood 
posts. Manufactured in woven 
and welded constructions, each 
with gates to match. These at- 
tractive styles are sure to appeal 


You'll find it attached to our screen cloth, hardware cloth, aay see 


a most effective sales clincher. But, in these times it takes on 


that you are giving them quality goods. 


That’s where the Cyclone “Red Tag” comes in handy. 


burner baskets, fence and other hardware products. We put 


it there because we know it helps our dealers make sales and 


satisfy customers. Make the Cyclone “Red Tag” trade-mark 


work for you. 
CYCLONE FENCE DIVISION CYCLONE 
AMERICAN STEEL & WIRE COMPANY) ReITag 


CO. Waukegan, Ill. - Branches in Principal Cities HARDWARE 
% United States Steel Export Company, New York PRODUCTS 


R HANGERS 
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The Open Road to Heater Sales 
Leads Straight to the 


ESTATE coat HEATROLA 
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a of natural gas and fuel 
oil in many sections require drastic 
restrictions on the sale of these fuels 
and of the heaters which consume 
them. 


In these situations, stove dealers will 
be cooperating with the war produc- 
tion program as well as serving the 
interests of their customers if they will 
concentrate their efforts on the sale of 
coal-burning appliances. 


In the coal-burning cabinet heater 
field, the Estate Heatrola stands pre- 
eminent today, as it always has stood 
since the year 1921 when its intro- 
duction actually “changed the heating 
habits of the nation”. 


Today's coal-burning Heatrolas are as 
modern and handsome in appearance 
as any heaters for any fuel. They have 
important, exclusive features which 
assure long life and a definite saving 
in fuel— notably the famous Intensi- 
Fire Air Duct and the jointless ash box. 


Requirements of the war production 
program come first, and we shall nat- 
urally not make as many Heatrolas as 
we could sell this year. There is still 
an opportunity, however, for dealers 
to secure stocks of the Estate Coal 
Heatrola, and immediate inquiries 
from dealers in unassigned territories 
are invited. 


The Estate Stove Company 
Hamilton, Ohio 
CELEBRATING 100 YEARS OF LEAD- 


ERSHIP IN MAKING FINE COOKING 
AND HEATING APPLIANCES. 





ESTATE IS PROUDLY ENLISTING AN IMPOR- 
TANT AND EVER-INCREASING PART OF ITS 
FACILITIES IN ESSENTIAL WAR WORK. 
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New 1942 displays. 
National color advertising. 
Spectacular booklets. 
Smart mail advertising. 
Cooperative helps. 
Local paper advertising. 


IN YOUR 


WINDOWS 


liveleee SALES IN YOUR STORE 


The big thing about the Kyanize dealer proposition is the way it puts life into all paint 
selling activities. 

Fine quality products win satisfied customers. Ample mark-up protects profits. Cordial 
trade relations make business a pleasure. But all of this would collapse if sales were to 
lag, if action bogged down at the paint counter. 


Kyanize trains every gun on the independent dealer’s store. National advertising in color, 
close-range newspaper power, intensive mail promotion, point-of-sale persuaders .. . 
all these in the grand Kyanize manner are planned, designed and executed to make 
sales in the store. 


Kyanize dealers know from experience that this type of high power merchandising 
builds store traffic, steps up volume, brings life to the sales sheet. 


Dealers in open territory are urged to investigate . . . sign and send the handy coupon 
for the 1942 Kyanize LIFE Story. 


BOSTON VARNISH COMPANY 


Everett Station, Boston, Mass. 


PAINTS ¢ VARNISHES  ENAMELS 


Kyanize \s THE £/FE OF THE SURFACE ° 
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Metal Goods Ban:— 
WPB Director Donald M. Nel- 


son has ordered drastic curbs 
on civilian uses of all metals 
and many plastics. A series 
of orders in the next three 
months will virtually suspend 
private construction and the 
production of metal goods for 
non-war needs. Mr. Nelson 
freely states that an “all out” 
conversion to war needs is the 
immediate and uncompromis- 
ing program for the entire 
metal working industry. This 
program does not affect exist- 
ing wholesale stocks nor does 
it freeze available manufac- 
tured goods now on hand. But 
it definitely curtails all re- 
placement of metal goods from 
manufacturing sources unless 
for very necessary war effort. 
This action will likely place 
all hardware lines made of 
metal on a high priority re- 
quirement, perhaps out of 
reach, for most retail hardware 
stores not located in stragetic 
war production areas. Taken 
literally, as it must be taken, 
we can anticipate a rapid suc- 
cession of acute shortages in 
all hard lines. This requires 
an immediate appraisal of the 
hardware store’s program for 
staying in the business picture. 
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War-Time 
Operations: — 


As basic hardware store 
merchandise becomes more 
scarce, sales opportunities will 
suffer accordingly. Hardware 
dealers will have to give great- 
er impetus to sales efforts on 
non-critical lines, add new 
available merchandise, develop 
as much rental service business 
as possible and build up sub- 
stantial service departments. In 
all four activities there will be 
ample competition on all sides. 
Motor car dealers, specialty 
electrical and radio shops and 
others who are completely or 
partially going out of business, 
due to the war situation, are 
all striving to keep afloat by 
the same devices. In many re- 
spects their situation is sufli- 
ciently desperate to force them 
to really compete in a fighting 
mood. There will be real com- 
petition as keen as has ever 
been faced by the hardware 
trade. Hardware dealers will 
have many natural advantages 
in this struggle and, if these 
are fully developed in an ag- 
gressive manner, the results 
will be highly satisfactory. 


Non-Critical 
Lines:— 


In a norma! retail hardware 
stock there are hundreds of 
items made of wood, china, 
glass and other non-critical 
materials — also floor cover- 
ings, paints, seeds, fertilizers, 
etc., which are not expected to 
be scarce. Such lines can be 
developed, inventories increas- 
ed and sales efforts doubled to 
take up the inevitable slack 
that will come from the loss of 
sales on goods that are not 
available. A great many pro- 
gressive hardware merchants 
have already augmented their 
displays and ‘stocks of such 
goods and, as the direct result, 
are helping to maintain an al- 
most even keel of current busi- 
ness. Another major factor is 
product development under the 
stress of war needs. When 
issuing a limitations order on 
critical materials (WPB) al- 
ways urges manufacturers ef- 
fected to seek out substitute 
materials that some part of 
normal civilian needs may be 
continued. This has already 
led to the satisfactory utiliza- 
tion of non-critical materials 
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for producing goods that could 
not otherwise be manufactured. 


New Merchandise:— 


It is probably safe to say 
that with the general exception 
of foods, drugs and clothing 
some hardware stores can sell 
almost any available merchan- 
dise, regardless of its previous 
channels of distribution. But 
such a broad view of the new 
lines to be considered at this 
time must be thoughtfully tem- 
pered by local conditions, the 
local market and buying pow- 
er and by local needs not now 
well served by others. Work 
clothing and work shoes might 
be added, as many dealers now 
handle special hunting and 
fishing clothing and shoes for 
skating, skiing, bowling and 
other sports. Wood lawn and 
porch furniture stocks might 
be augmented with a few pop- 
ular standard furniture items 
such as studio couches, beds, 
mattresses, a single pattern, 
moderately priced bedroom 
suite, plus a full line of un- 
painted furniture where avail- 
able display space permits. In 
other words, the first move to- 
ward new lines might well be 
a study of related lines. For 
example, many stores handling 
dog collars and leads do not 
have dog foods and remedies, 
dog blankets or related pet 
goods. Many have fish bowls 
and bird cages but do not han- 
dle fish, birds, bird seed and 
the miscellaneous related sun- 
dries that would encourage sec- 
ond and third sales to.the same 
customer. 


Rental Services:— 


The opportunity for devel- 
oping a substantial rental ser- 
vice department should com- 
mand the attention of every 
hardware store in these critical 
times. More people will be 
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forced to do more things for 
themselves. In more normal 
times a great many dealers 
have enjoyed profitable busi- 
ness on the rental of sanding 
machines for finishing floors, 
wax polishing machines, lawn 
rollers, extension ladders, ete. 
Currently, the rental oppor- 
tunities are many times greater 
and each rental customer is a 
customer for other goods need- 
ed with the equipment rented. 
Sandpaper must be bought 
when a sanding machine is 
rented; wax polish must be 
bought for use with the rented 
polisher and the customer who 
hires a lawn roller may have 
other lawn equipment needs. 
If lawn mowers become too 
scarce the rental of mowers 
might prove very satisfactory 
and much appreciated. The 
renting of extension ladders is 
associated either with house 
painting or repairing, or both 
and thereby provides extra 
sales. 


Service 
Department:— 


In the not so very distant 
past, the local hardware store 
was the first and often the only 
haven for miscellaneous ser- 
vice requiremehts—repairing 
lawn mowers, roller skates, 
coaster wagons, bicycles, locks, 
household equipment, etc. It 
was the only place for replac- 
ing keys, sharpening edged 
tools and cutlery, threading 
and cutting pipe, and for glaz- 
ing requirements. It was a 
combination service and mer- 
chandising establishment where 
the proprietor and his helpers 
were all handy men. A repair 
shop was almost as necessary 
as a bookkeeping system. Such 
was the background of the re- 
tail hardware business. Today 
many of our leading dealers 
can boast of a_ mechanical 
background or skill that should 


enable them to quickly resume 
a service department that will 
permit their regular customers 
to maintain in efficient use 
many appliances which cannot 
be replaced at this time. A 
good service department will 
not only help your customers 
but will help you keep up your 
store income. It will also 
build invaluable good will for 
the happy future day when 
Peace returns and more norma] 
living and business may be re- 
sumed. 


Acid Test:— 


From this point on opera- 
tors of retail hardware stores 
will be put to the most severe 
acid test yet experienced in the 
lives of any of us. For some 
time we have faced shortages 
and have anticipated more of 
them. But—up until now there 
has been some steady move- 
ment of most merchandise and 
some surplus stocks on which 
to draw. That we shall soon 
reach the end of available sur- 
plus inventory is inevitable and 
apparently it will be some time 
before any replacement relief 
may be expected. Laxity in 
obtaining priorities or inabil- 
ity to obtain sufficiently high 
priorities will now definitely 
put a merchant out of the run- 
ning on most hard lines when 
his existing inventory has been 
depleted. It will take the best 
kind of operating management, 
the most careful scrutiny of 
credit extension, constant check- 
up on collections and the exer- 
cise of every possible economy 
to cope with the probable loss 
of many lines of merchandise. 
It will take all of these talents 
to properly find substitute lines 
and services. To help you meet 
this situation HARDWARE AGE 
will continue to provide, 
promptly and accurately, the 
latest and best available news, 
information and suggestions. 


HARDWARE AGE 
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coating, zine coated optional in kitchens and bath 

rooms. 

274 Sound insulation lathing devices where sound insulation 
is required by applicable code or regulation—ferrous 
metal, no metallic coating 

275 Exterior stucco fabrie or mesh 


ferrous metal, no 
metallie coating; zinc 


coated before fabrication 
optional in the State of California except that part 


of the State north of the San Francisco Bay leealitices 
280 Glazing pointe— zinc. 
290 Builders and cabinet hardware.—In accordance with the 
following specifications: 
Nore: For description of finishes and types refered to by number, 
see the Federal Specifications for Builders’ Gasanan. 
291 Finish.—Door and window trim, except as noted: 

2911 Bright or dull Brass, U.S. 3 or U.S. 4, with coat- 

ing of clear lacquer on cylinder only. 

2912 Black lacquer or Japan, U. S. 18A, U.S. 1 D on 
iron or steel 

2913 Black lacquer over phosphate treatment, U. S 
18A on iron or steel. 

2914 Baked enamel colored, for iron or steel. 

2915 Exterior hardware and extcrior hardware fasten- 
ings for windows and doors may be zine coated 
where used under extreme exposure conditions 
as interpreted by the field offices processing 
applications provided that extreme exposure 
conditions shall not be deemed to exist in areas 
more than 50 miles distant from the Great Salt 
Lake or from bodies of salt water on the Eastern 
and Western seaboard and in island territorics 
or possessions and not more than 100 miles 
inland from the Gulf of Mexico nor more than 
30 miles inland from any of the Great Lakes 

Applications: 


2911 and 2912 optional with manufacturer for interiors 





2911 only on brass for exteriors 
2913 only for iron or stec! on exteriors 
2914 only for interior use. 

Die castings shall meet all requirements on die castings in 
the effective issue of emergency alternate Fed. es 
EFFG 106. 

292 Doors: 

2921 Entrance doors.—(a) Common entrance to multi 
family dwellings: 
Pair butts type 2014% P primed: Size 3” x 3K’’ 
for 1%’ door; size 4”’ for 1%" door. 
Mortise-lock set type 88: Type 88, 5 to 6’ x 3%’ 
x %’’ japanned iron ease. Backset 2%’. Solid 
front 8 x 1’’. Latch belt, minimum 1 x %’; 
minimum throw ’. Dead bolt, minimum 
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for producing goods that could 
not otherwise be manufactured. 


New Merchandise:— 


It is probably safe to say 
that with the general exception 
of foods, drugs and clothing 
some hardware stores can sell 
almost any available merchan- 
dise, regardless of its previous 
channels of distribution. But 
such a broad view of the new 
lines to be considered at this 
time must be thoughtfully tem- 
pered by local conditions, the 
local market and buying pow- 
er and by local needs not now 
well served by others. Work 
clothing and work shoes might 
be added, as many dealers now 
handle special hunting and 
fishing clothing and shoes for 
skating, skiing, bowling and 
other sports. Wood lawn and 
porch furniture stocks might 
be augmented with a few pop- 
ular standard furniture items 
such as studio couches, beds, 
mattresses, a single pattern, 
moderately priced bedroom 
suite, plus a full line of un- 
painted furniture where avail- 
able display space permits. In 
other words, the first move to- 
ward new lines might well be 
a study of related lines. For 
example, many stores handling 
dog collars and leads do not 
have dog foods and remedies, 
dog blankets or related pet 
goods. Many have fish bowls 
and bird cages but do not han- 
dle fish, birds, bird seed and 
the miscellaneous related sun- 
dries that would encourage sec- 
ond and third sales to.the same 
customer. 


Rental Services:— 


The opportunity for devel- 
oping a substantial rental ser- 
vice department should com- 
mand the attention of every 
hardware store in these critical 
times. More people will be 
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forced to do more things for 
themselves. In more normal 
times a great many dealers 
have enjoyed profitable busi- 
ness on the rental of sanding 
machines for finishing floors, 
wax polishing machines, lawn 
rollers, extension ladders, etc. 
Currently, the rental oppor- 
tunities are many times greater 
and each rental customer is a 
customer for other goods need- 
ed with the equipment rented. 
Sandpaper must be bought 
when a sanding machine is 
rented; wax polish must be 
bought for use with the rented 
polisher and the customer who 
hires a lawn roller may have 
other lawn equipment needs. 
If lawn mowers become too 
scarce the rental of mowers 
might prove very satisfactory 
and much appreciated. The 
renting of extension ladders is 
associated either with house 
painting or repairing, or both 
and thereby provides extra 
sales. 


Service 
Department:— 


In the not so very distant 
past, the local hardware store 
was the first and often the only 
haven for miscellaneous ser- 
vice requiremehts—repairing 
lawn mowers, roller skates, 
coaster wagons, bicycles, locks, 
household equipment, etc. It 
was the only place for replac- 
ing keys, sharpening edged 
tools and cutlery, threading 
and cutting pipe, and for glaz- 
ing requirements. It was a 
combination service and mer- 
chandising establishment where 
the proprietor and his helpers 
were all handy men. A repair 
shop was almost as necessary 
as a bookkeeping system. Such 
was the background of the re- 
tail hardware business. Today 
many of our leading dealers 
can boast of a_ mechanical 
background or skill that should 


enable them to quickly resume 
a service department that will 
permit their regular customers 
to maintain in efficient use 
many appliances which cannot 
be replaced at this time. A 
good service department will 
not only help your customers 
but will help you keep up your 
store income. It will also 
build invaluable good will for 
the happy future day when 
Peace returns and more norma! 
living and business may be re- 
sumed. 


Acid Test:— 


From this point on opera- 
tors of retail hardware stores 
will be put to the most severe 
acid test yet experienced in the 
lives of any of us. For some 
time we have faced shortages 
and have anticipated more of 
them. But—up until now there 
has been some steady move- 
ment of most merchandise and 
some surplus stocks on which 
to draw. That we shall soon 
reach the end of available sur- 
plus inventory is inevitable and 
apparently it will be some time 
before any replacement relief 
may be expected. Laxity in 
obtaining priorities or inabil- 
ity to obtain sufficiently high 
priorities will now definitely 
put a merchant out of the run- 
ning on most hard lines when 
his existing inventory has been 
depleted. It will take the best 
kind of operating management, 
the most careful scrutiny of 
credit extension, constant check- 
up on collections and the exer- 
cise of every possible economy 
to cope with the probable loss 
of many lines of merchandise. 
It will take all of these talents 
to properly find substitute lines 
and services. To help you meet 
this situation HARDWARE AGE 
will continue to provide, 
promptly and accurately, the 
latest and best available news, 
information and suggestions. 
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coating, zine coated optional in kitchens and bath- 
rooms 
274 Sound insulation lathing devices where sound insulation 
is required by applicable code or regulation—ferrous 
metal, no metallic coating 
275 Exterior stucco fabrie or mesh—ferrous metal, no 
metallie coating; zinc coated before fabrication 
optional in the State of California except that part 
the State north of the San Francisco Bay lecalities 
280 Glazing points— zinc. 
290 Builders and cabinet hardware.—In accordance with the 
following specifications: 


\ 
1 
- 
| 
t 


Nore: Por description of finishes and types refered to by number, 

see the Federal Specifications for Builders’ Reeders. 

291 Finish.—Door and window trim, except as noted: 

2911 Bright or dull Brass, U.S. 3 or U.S. 4, with coat- 
ing of clear lacquer on cylinder only. 

2912 Black lacquer or Japan, U.S. 18A, U. S. 1 D on 
iron or steel 

2913 Black lacquer over phosphate treatment, U. S 
18A on iron or steel. 

2914 Baked enamel colored, for iron or steel. 

2915 Exterior hardware and extcrior hardware fasten- 
ings for windows and doors may be zinc coated 
where used under extreme exposure conditions 
as interpreted by the ficld offices processing 
applications provided that extreme exposure } 
conditions shall not be deemed to exist in areas | 
more than 50 miles distant from the Great Salt | 
Lake or from bodies of salt water on the Eastern | 
and Western seaboard and in island territories | 
or possessions and not more than 100 miles 
inland from the Gulf of Mexico nor more than 
30 miles inland from any of the Great Lakes 

Applications: 

2911 and 2912 optional with manufacturer for interiors 

2911 only on brass for exteriors 

2913 only for iron or steel on exteriors 

2914 only for interior use. 

Die castings shall mect all requirements on die castings in 
the effective issue of emergency alternate Fed. Spec 
EFFG 106. 

292 Doors: 

2921 Entrance doors.—(a) Common entrance to multi 
family dwellings: 

Pair butts type 2014% P primed: Size 3%” x 3’ 
for 1%" door; size 4’ for 1%" door. 

Mortise-lock set type 88: Type 88, 5 to 6” x 3%’ 
x %”" japanned iron ease, Backset 2%’. Solid 
front 8 x 1%’’. Latch belt, minimum 1 x %’; 
minimum throw \’’. Dead bolt, minimum 
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Sound Merchandising and Display 


Remodeled department an 
added asset for firm of 
John E. Larrabee Co., Inc. 


ene mer- 


chandising, good displays and 
complete stocks are responsible 
for the large sporting goods busi- 
ness enjoyed by the John E. Lar- 
rabee Co., Inc., of Amsterdam, 
N. Y. The entire department was 
remodeled some time ago, display 
features of each line were care- 
fully planned and special fixtures 
were developed to present them in 
the best possible manner. This 
careful planning has paid big div- 
idends to the firm. 

“All lines of sporting goods are 
promoted aggressively,” says 
W. J. Holleran, department mana- 
ger. “Promotion activities are 


Sidewall fixtures 
with open shelves 
and panel doors 
hold the fishing 
tackle. Artificial 
baits and spinners 
are sampled on the 
doors. Lines, reels 
and other items 
are on the ledges. 


Dealers should continue to 
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kept in mind when the lines are 
purchased and certain definite 
items are included for the sole pur- 


clubs, we have six price lines. 
During the last season, clubs sold 


at $1.95, $2.95, $3.95, $4.95, 


maintained. Following such a pol- 
icy makes the cut price established 
by the competitor seem less im- 











mer- s 

and 3 pose of attracting customers to the $6.50 and $7.50.” portant. 

sible « store. For example, the promo- “Here’s how we handle the cut 

usi- : tion item in the golf line is a five- Satisfactory Margin price situation,’ says Mr. Hol- 

Lar- a club, matched set of irons to sell Generally speaking, it is impos- leran. “As soon as we hear of a 

lam. : at $9.95. When two wood clubs sible to secure the same margin of price lower than ours on identical | 

was i are included the set sells for profit on all items when they must merchandise we meet the price but 

play q $14.95. These sets are featured in hn sulll ct enioniiend aiieal Mitte. say little about it. The customer 

are- 4 all advertising and appear in all me h P + : . _- Visiting our store finds that our | 

ures & window displays. over, © re snpertant ‘ "Sites to this price on that particular item is the 

n in : “We also price line our stock firm ” that the meee line produce same as the one quoted by our 

This F and this is a very important fea. @ satisfactory margin of profit. competitor who, no doubt, is em- 

div- s ture. First you must know your Margins of individual lines, while phasizing the fact that the price is | 
P community and trade and then ‘important, are not deciding factors. —_4 tremendous bargain. As a mat- 

are % purchase merchandise in certain This company makes a point of ter of fact, it probably is, although 

ays 2 set price groups that will fit the | meeting competition. It feels that the customer has no way of know- 

na- pocketbooks of all individuals in it is very important to do this if __ ing that fact. We give the impres- 

are the trading area. In iron golf the customer’s confidence is to be sion that it is our regular price 

ue to promote these lines even though some items may be curtailed. 
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An entire table is given over to 
an extensive display of swimming 
trunks during the entire season. 


and, instead of pushing this item, 
try to get the customer to pur- 
chase another brand of the same 
quality at regular prices which 
show us a normal profit. We try 
to plant some doubt in the custom- 
er’s mind as to the quality of the 
price cut item by trying to sell him 
the other brand. The customer’s 
confidence in the cut-price item is 
not so great when he finds that we 
are offering it at the same figure, 
which figure we let him assume is 
our regular price. This has been a 


most effective method in meeting 
cut prices. As a matter of fact, we 
seldom make a sale on the cut 
price item while it is in the non- 
profit class. 

“Another result that we achieve. 
because of our policy with regard 
to competition, is customer confi- 
dence in our store and in our 
prices. We are always in line and 
the customers know it. Therefore, 
why shop around? Why not just 
go to Larrabee’s in the first place? 
The customers keep doing that 
very thing and in increasing num- 
hers all the time.” 


Below-Water sports accessories 
eccupy this table at the rear 
of the department and outboard 
motors are at the table's end. 


Features Mass Display of Baskets 


Feature it! 


Shortages are not apparent in this line 


All kinds, sizes 
and types of bas- 
kets and hampers 
were displayed in 
this window which 
helped greatly to 
stimulate sales. 


ALES were stimulated by this 

display of clothes baskets, ham- 
pers, and shopping baskets in the 
window of the A. J. Nulan, hard- 
ware, Ypsilanti, Mich. Sales on this 
merchandise jumped immediately 
and more than six sales of the dif- 
ferent items shown were made the 
first day. 

The window was installed as an 
in between display following a 
Dollar Day promotion event. The 
merchandise was arranged neatly 
and a wide variety of items were 
shown. Pedestrians were stopped 
by the mass display of baskets and 
when they stopped they purchased. 
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How Herrmann’s Helps Authorized 
Purchasers Use the P-100 Order 


Glendale, N. Y., firm devises simple mimeographed 
form which customer fills out and signs to 


extend order for materials 


for maintenance, 


repair or operating supplies. Details of this 


Preference Rating Order have 


been published 


frequently in former issues of Hardware Age. 





Vv 


THIS FORM 


I—Permits quick extension o 
the rating. 


~ 


2—Simplifies reordering of 
stock sold under the P-100 
rating. 


3—Simplifies bookkeeping. 


4—Provides proof for inspectors 
checking P-100 re-exten- 
sions. 


5—Bears customer's certifica- 
tion. 


6—Is filled out by customer. 


7—Is a readily available record 
of priority transactions 
(Must be kept for a two- 
year period by law). 


8—Saves time and work for 
salesman and customer. 


On HERRMANN, 


INC., Glendale, N. Y., assists the 
defense worker or civilian to ex- 
tend P-100 Orders applying to 
purchases of materials for main- 
tenance, repair, or operating sup- 
plies to the company by using an 
original form that it has devised. 
In addition to, this, this form en- 
ables its users to reduce office 
work, and saves the time of sales- 
men as well as the customer in 
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Address Street 


Eaployed By 


Department 


Date 








Ghiel4 Bunder__———_—————— 


Government Co 


Material used es 


Civilian Work, 
Engaged in Defense___—— 


ntvact Fuxber__$_—_—_—_—___—____ 
LTS 
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making sales and purchases of 
merchandise under priority con- 
trol. 

This form is a card approxi- 
mately 5% in. wide by 8% in. 
long which, when properly filled 
out by the purchaser, gives the 
company sufficient data to judge 








if the individual can lawfully ex- 
tend the rating to the firm and ob- 
tain the merchandise. 

These cards are mimeographed 
forms which are prepared in the 
office. Purchasers of merchandise 
must fill out the card completely 
and sign before the sale of goods 
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under priority control will be 
made. It is very easy to judge if 
the individual is able to extend 
this P-100 rating from the data on 
the card. 

At the bottom of the card just 
above the purchaser’s signature is 
the paragraph extending the P-100 
rating to the hardware firm. This 
reads as follows: “Material for 
Maintenance, Repair, or Operat- 
ing Supplies—Rating A-10 under 
Preference Rating Order P-100, 
with the terms of which I am 
familiar.” 

In commenting on the form, 
Neal Herrmann says, “The only 
reason for having the worker or 
purchaser fill out the upper part 
of the card which calls for his 
name, address, name of employer, 
employer's address, department, 
shield number, type of work—de- 
fense or civilian — engaged in, 
government contract number, de- 
scription of items purchased, and 


statement as to what the material 
will be used for, is for us to be 
sure that the priority is being ex- 
tended by an individual who has 
the right to extend it. We know 
most of our customers and know 
where they work so there is rarely 
any question as to their right to 
use this order. When strangers 
come in we ask for identification 
badges or shields and, if they are 
working on defense jobs, they will 
have proper credentials. 

“With the P-100 rating ex- 
tended to us, we in turn can ex- 
tend this to our suppliers and 
replace these tools or other mer- 
chandise items taken from the 
stock. By using these forms we 
are thus able to continue to per- 
form a service to our customers 
and this is an important service 
today. Without toois the defense 
worker cannot produce to the full 
extent of his capacity.” 


Every day or so the cards are 
checked and orders for the re- 
placement stock are made up and 
forwarded to their several sup- 
pliers. These orders are stamped 
with the extension paragraph and 
this is signed by the company. In 
this way, the company extends the 
rating only on those orders on 
which the rating was extended to 
them. And this can be proved to 
any priorities inspector. 

The company realizes that the 
system of priorities is designed to 
direct the stocks of essential goods 
into the hands of those firms or in- 
dividuals whose abilities are most 
essential to the defense effort. It 
is, therefore, complying fully with 
the letter and the spirit of the 
order but has adopted means of 
simplifying the application of the 
order so that customers under- 
stand it and so that replacements 
of stock can be secured as prompt- 
ly as possible. 


Modernization Increases Tool Sales 25 Per Cent 


C. KALTHOFF & SONS 

e HARDWARE, East Detroit, 
Mich., increased sales of tools 25 
per cent by modernizing its tool de- 
partment. Space was _ conserved, 
more tools were put on display and 
all the merchandise was presented 
in a manner that stimulated cus- 
tomers’ interest in the line. The 
present tool department occupies the 
same amount of space as did its 


predecessor and is in the same loca- 
tion in the store. 

The ledge display on this section 
slopes to the rear of the fixture thus 
bringing the merchandise shown here 
closer to the customer. Divider 
glass on the ledge is 3 in. high. This 
increases the capacity of the bins 
and maintains a closer balance be- 
tween sales turnover and space occu: 
pied. The entire layout is flexible 


and changes in the display can be 
made to correspond with changes in 
the stock. Every item is priced and 
the fixture is painted a color that 
gives new life and appeal to the 
entire department. 

The complete modernization job 
was planned and installed by G. K. 
Morton, in charge of Dealer Service 
for Buhl Sons Co., Detroit, Mich. 


Every item is accessible to the customer and emphasis is placed on variety not on heavy stock. 
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A STOCK of wallpa- 


per having a retail value of $300 is 
turned three times a year by Paul 
Rubery, hardware dealer in Pal- 
myra, N. Y., a town of 2800 pop- 
ulation. Ten pattern books, well 
toward the front of the store, and 
a simple but attention-compelling 
sample display of 32 patterns on 
the wall helps sell this merchan- 
dise. In addition to the good vol- 
ume in wallpaper, the firm sells 
paste, brushes, etc., with 75 per 
cent of the paper sales it makes. 





“So far this has been a cash 
business,” says Paul Rubery. “We 
make some impulse sales and some 
people come to look at our line 
because they particularly want 
wallpaper. Recently, a woman, 
with whom we had never previous- 
ly done any business, came to buy 
paper after seeing the wallpaper a 
friend had bought from us. We 
permit customers to take our pat- 
tern books to their homes. From 
time to time we advertise the line 
in a local publication which has 
a circulation of 5000. People are 
now buying from us because our 
stock is larger than that previously 
available from other nearby 


Paul Rubery 
does it with 
a $300 stock 
in Palmyra. 
N. Y.,a town 
of only 2800 


sources. We regularly stock wall- 
paper’ priced from 25 cents per 
single roll of 18 yards to 75 cents 
per roll. Our customers measure 
their own rooms themselves and 
then tell us how .much paper they 
will need.” 

Each of the 32 patterns shown 
on the wall bears a price and stock 
designation marker which saves 
time for both the customer and 
salesman. A table and chair is 
provided for the use of customers 
wishing to examine the sample 
books. This department is just in- 
side one of the windows and it is 
given window display space from 
time to time. 


Recent reports indicate that there should be ample stocks 
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of wallpaper to last through the greater part of the year. 





























‘Tn article, the third 


and last in the series on building 
business by telephone, will outline 
methods hardware dealers have 
found successful in developing a 
planned use of the telephone to 
reach out to get more business. 
Every hardware dealer uses the 
service to some extent for this 
purpose, but often that use is 
casual and unplanned. This article 
will help you to substitute for the 
casual use that you may now make 
of the service a planned use that 
will produce better sales results 
and increase customer good-will. 

In your planned use of the tele- 
phone to reach out for more busi- 
ness — better known perhaps as 
“telephone solicitation” — you 


\ ate 


Cs 
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S 


Wins 


Because HARDWARE AGE believes the tele- 
phone is a more important selling tool than 
it was even a few years ago, it has consulted 
with representatives of the New York Tele- 
phone Company who have worked with 
hardware dealers and other retailers in de- 
veloping plans to build business by tele- 


phone. 


this series which ends with 


should consider the telephone as 
a sales auxiliary, supplemental to 
the efforts of the personal sales- 
man. Telephone solicitation in 
the hardware field is most useful, 
in the experience of hardware 
men, in connection with the sale 
of specialty items, such as elec- 
trical appliances, pumps, water 
systems, power tools, etc., and in 
negotiating contract jobs—plumb- 
ing, heating, roofing, etc. 


Before You Pick Up 
the Telephone 
In your plan’to use the tele- 
phone to reach out for more busi- 
ness the selection of prospects is 


“Watch the building 
permits for infor- 
mation about new 


This experience is summarized in 


this article. 


of the utmost importance. It does 
little good from either a customer 
relations or a sales standpoint to 
solicit business from those who 
are unable to buy or have no need 
for the product. Time spent on 
your prospect list will repay you 
many times over in the form of 
good sales results and the build- 
ing of good-will. 

Your own customer records are 
the best possible source of pros- 
pects with which to begin your 
telephone selling effort. Your reg- 
ular customers know your store 
and its reputation for service. You 
know them and are familiar, at 
least in a general way, with their 
needs and their buying habits. In 
trying to get business by telephone 
from prospects such as these, you 
are on much firmer ground than 
if you take up the telephone and 
start to call unknown names in the 
telephone directory. Avoid the 
“cold canvass,” as it may produce 
“nuisance calls”. 

Go over these records systemati- 
cally, keeping in mind what you 
have to sell. Your list of pros- 
pects for vacuum cleaners, for in- 
stance, will be different from that 
for refrigerators or electric ranges. 
Try to discover from what your 
records contain whether or not 
each one of these customers will 
welcome a telephone call from you 


HARDWARE AGE 





does 
omer 
nt to 
who 
need 
it on 
you 
n of 


uild- 


In Three Parts—Part 3 


Developing a planned 
use of the telephone 
to get more business 


proposing a demonstration or a 
showroom visit. 

Make a special reference file for 
telephone selling purposes. Take 
index cards—the 5 by 7 in. size 
is about right—and put on them 
the names, addresses, and tele- 
phone numbers of those you think 
may be in the market for what 
you have to sell. List on each of 
these cards pertinent facts you 
may know about the customer. In- 
clude not only information from 
your records but also information 
you may have gotten from the cus- 
tomer in a store visit or over the 
telephone when he called to in- 
quire. 

You will find repair records 
especially valuable in compiling 
prospect lists. For instance, if you 
are about to begin a campaign to 
push water heaters, the informa- 
tion that Mrs. Smith has called 
your plumbing department re- 
cently to ask them to put a balky 
laundry stove in shape is a very 
good indication that Mrs. Smith 
would be ‘interested in an instan- 
taneous water heater. You can get 
the same kind#of information 
about other appliances and ar- 
ticles from these repair records. 

While it is best to begin your 
telephone selling effort by calling 
prospects who are your regular 
customers, the lists need not be 
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confined entirely to them. There 
are the casual customers and the 
people about whose needs your 
regular customers have told you. 
Be on the lookout in your contacts 
with customers in the store and 
over the telephone for leads to 
telephone selling prospects. Add 
them to your list. Encourage your 
people to turn in names of pros- 
pects for specialty items, and then 
use the telephone to follow up the 
leads. 

In another class are those from 
whom you expect to get contract 
jo e contractors, carpenters, 
individual home owners, farmers 


and the like. Make out cards for. * 


“Pick a@ person who has a 
good voice—one easily un- 
derstood—and who is both 
courteous and _ friendly.” 


them too. Watch the building per- 
mits in your community and keep 
in touch with architects for infor- 
mation about new projects and re- 
pair jobs so that you can add new 
prospects to this list. 


Making the Telephone 
Sales Call 

The importance of selecting the 
right person to do the telephone 
selling job cannot be overempha- 
sized. A person who doesn’t have 
the ability to sell by telephone, or 
one who has no interest in the 
job, can ruin a list of good pros- 
pects in just as much time as it 
takes to run through them. Pick 
a person who has a good voice— 
one easily understood over the 
telephone—and who is naturally 


courteous and ‘friendly. He should 
(Continued on page 87) 














| OW, as never be- 


fore in the nation’s history, subur- 
ban dwellers are vegetable garden- 
minded. In line with this trend, 
W. C. Fleck & Bro., Inc., located 
in the town of Jenkintown, Pa.— 
near Philadelphia, has been pro- 
moting the “Vegetables for Vic- 
tory” and “Flowers for Morale” 
ideas, with a series of gardening 
lectures in its retail store. These 
were held on the mezzanine floor 
and apart from displays tying in 
with gc-den and agricultural lines. 
The lectures already held have 
been of an entirely non-commer- 
cial nature and any future lectures 
will be along the same lines. They 
were conceived to help more peo- 
ple in the vicinity grow more and 
better vegetables, thus helping the 
nat:on in its struggle for victory. 

“Amateur gardeners become en- 
thusiastic—over-enthusiastic—and 
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Fleck Leads the Way With 


Jenkintown, Pa., firm helps 
community help itself by 
giving impetus to growth 
of its vegetable gardens 








The following subjects I am greatly interested 
*n and I can best attend Afternoon__ evening __ 
day of the week____ 

1.S0il preparation__ 2.Feeding_ 3.Gen.Care___ 
4.Diseases__ 5.Planting_ 6.Garden Design__ 
7.Flower arrangement__ 8.House plants 
9,.Annuals__ 10.Perennials__ 11.Seeds__ 12.Bulbds_ 
13.Roots_14.Cuttings___ 15. Lawn__ 16.Small 
fruit__ 17.Fruit trees__ 18.Ornamental trees__ 
19.Shade trees__ 20.Evergreens__ 21.Oxbush,etc_ 
22.Roses__ 23.Hotbeds__ 24.Cold frames 
25.Greenhouses 26. Vegetables 








Signature 
Address 
Meemae GE GPG Give dcicsccctdecnvtececiecace ee 














One of the postal card announcements which asked recipients to 
indicate their preferences as to the time and subject of lectures. 





This garden window was seen by those attending the lectures. It shows a wide range of garden needs. 
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Victory Garden Meetings 





Scene at one of the lectures in the Fleck store. On the platform are, left to right: Robert H. Kraeger, land- 
scape specialist; F. N. Price Supplee, conductor of lecture courses; Miss Marjorie Meyers, Ambler School of 
Horticulture, a member of the store staff; Harry Joy. Ferry, Morse Seed Co., Detroit, Mich.; Harold Graham, 
chairman of agriculture and horticulture, Montgomery County Civilian Defense, and Charles K. Hallowell. 


U. S. Department of Agriculture. 


will plant with the wrong materi- 
als and use too much seed,” says 
A. Stuard Graham, president of 
the Fleck company. “This will 
serve to discourage many of them. 
Our idea is to educate amateur 
gardeners as to what to do and 
how to do it so that they will get 
the proper benefits and will not 
spend too much money. We are 
working in cooperation with the 
National De fe nse Council and 
have employed in our retail store 
Miss Marjorie Meyers, Ambler 
(Pa.) School of Horticulture. to 
advise customers and friends on 
horticultural and agricultural 
problems. This advice is given 
without cost or obligation. We 
have contacted women’s garden 
clubs, in connection with our pro- 
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gram, and we may later start 
men’s garden clubs.” 

From 1500 to 2000 announce- 
ments of the plan were mailed, in 
order to make sure that the lecture 
program idea would properly tie 
in with the interests and needs of 
local people. Recipients were in- 
vited to suggest subjects for dis- 
cussion and 26 subjects, ranging 
from soil preparation to fruit 
trees, greenhouses, etc., were 
listed on a reply card. The pro- 
grams were arranged in. accord- 
ance with the desires expressed in 
the poll. The advance announce- 
ment of the lectures said in part. 
“Nothing will be sold or offered 
for sale at these classes, nor will 
there be’ any commercial offering 
in any way of any special product 


Note the fact that a number of those in the audience are taking notes. 


at any time. Nor will there be any 
obligation to buy at any time. We 
sincerely hope you will also feel 
free to offer any suggestions which 
will enable us to make _ these 
classes the complete success we 
seek as our goal, which is to save 
seeds and fertilizers and yet as- 
sure maximum results for all gar- 
dening efforts put forth.” 

Sixty per cent of the replies in- 
dicated interest in vegetable gar- 
dens, and 40 per cent desired in- 
formation on soil preparation. 
plant feeding, planting, general 
care of gardens and diseases affect- 
ing plants. Forty per cent were 
interested in flowers, while the 
care of fruit trees and similar 
practical items were of interest to 


(Continued on page 92) 



















The purpose of this club is to 
exchange ideas and information. 
Take part by submitting your 
successful ideas for publication. 


Beca USE  salesman- 


ship is so important in every retail 
hardware store, this new contest of 
the Harpware Ace Retail Sales 
Idea Club is designed to give mem- 
bers practice in building “selling 
sentences” for selling talks about 
items they sell or will sell in the 
future. 

It is highly appropriate that the 
Club should devote its efforts to 
the development of better salesmen 
and to the use of more effective 
selling talks among its members. 
Good salesmen are among the most 
valuable assets in any retail busi- 
ness, but ‘tn order to be a good 
salesman, the individual must 
study continually. There are al- 
ways new selling techniques to be 
mastered, “selling sentences” about 
new merchandise to be developed 
and practiced and_ established 
sales talks to be revised and im- 


prov ed. 


How the Contest Works 


Each month, HARDWARE AGE 
will list five items of merchandise 
about which members may develop 
“selling sentences.” You may build 
“selling sentences” about one of 
these or about all of them. It’s up 
to you how much practice you 
want and how many contest en- 
tries you want to submit. 

Each “selling sentence” should 
be submitted on a separate penny 
postal card or on a separate sheet 
of paper. 


Win Cash Prizes! 


Cash prizes of $2.00 will be paid 
for the best “selling sentence” on 
' each of the five 
items of merchan- 
dise. Cash prizes 
of $1.00 will also 
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A New Type of Contest! 


be paid for all other entries pub- 
lished which the judges deem 
worthy of such honorable mention. 
Duplicate awards will be made in 
case of ties. 

Members who enter “selling sen- 
tences” for each merchandise item 
could very easily win more than 
one first prize. One or more of 
the members entries might win 
first prize or receive honorable 
mention awards. 


What Are “Selling 
Sentences” 

“Selling sentences,” usually, are 
the statements you make when 
selling an item to prove what the 
merchandise will do for the cus- 
tomer, how it will do it and for 
how long it will do it. 

They may also be those impor- 
tant first statements which inform 
and stimulate the customer’s desire 
for the merchandise. These state- 
ments are frequently brief and to 
the point and they highlight the 
essential features of the goods or 
points likely to appeal to the cus- 
tomer. 

Elmer Wheeler, president of the 
Tested Selling Institute and author 
of “Tested Sentences That Sell,” 
defines “selling sentences” as 
“those magic words that make 
people buy.” 

Many members of the Harp- 
warE Ace Retail Sales Idea Club, 
no doubt. use selling sentences 
now. These may be well planned 
and effective. Submit them in the 
contest or develop new selling sen- 
tences, 


How to Build 
Your “Selling Sentences” 


It’s really not hard. Try it! 
Your selling sentences have a 





job to do. Therefore they should 
follow a definite pattern in order 
to do this job thoroughly and com- 
pletely. This important message 
must be presented to the customer 
in the fewest possible words. li 
must be brief and to the point. 
Every word must count. 

Your main selling sentence 
must— 


1—TELL THE CUSTOMER 


Example: “Your work will be 
easier and faster with this tool.” 


Your supporting selling sen- 
tences must— 


2—TELL THE CUSTOMER 
HOW THE ITEM DOES IT 

Example: “These heat treated 
crucible steel blades hold keen cut- 
ting edges longer than ordinary 
steel.” 


And they must— 


3—TELL THE CUSTOMER 
HOW LONG IT WILL 
DO IT 

Example: “This tool should last 
vou a lifetime with proper care.” 


Therefore, the complete selling 
sentence on this tool item is as fol- 
lows: 

“Your work will be easier and 
faster with this tool. These heat 
treated crucible steel blades hold 
keen edges longer than ordinary 
steel. This tool should last you a 


lifetime with proper care.” 


You will find that wholesaler’s 
catalogs, the advertising pages of 
HARDWARE AGE, manufacturer’s 
literature, mail order catalogs, etc., 
all lend themselves to use along 
these lines. But do not copy them! 
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Test Your “Selling 
Sentences” 

After you have developed sell- 
ing sentences that appeal to you 
on the contest items, why not try 
them out on some customers in the 
store at the first opportunity? In 
this way, you will be able to test 
your own sentences and improve 
them before submitting them in 
the contest. 


Contest Starts With 
May 14th Issue 


The items for the first “Selling 
Sentence” contest will be an- 
nounced in the May 14 issue of 
HarpwarE Ace. Watch for this 
issue so that you will be able to 
start early in preparing your en- 
tries, 

You will have the same amount 
of time to prepare answers for this 
contest as you have had in the past 

approximately two weeks. Com- 


plete information on the closing 
date will be found in the complete 
rules which will be published at 
that time. Watch these pages for 
additional information on this new 
series of contests! 


Merchandise on Which 
to Build “Selling 
Sentences” 

HarDWARE AGE will list five 
items each month about which sell- 
ing sentences can be developed. 
No brands, qualities or types of 
merchandise will be specified. 
Build your sentences around sim- 
ilar items which you sell in your 
store and with which you are 
familiar. Price is not a factor in 
this sentence building. 


This Folder 
Will Help You 


HarpwarE AGE will send you a 
folder developed by Elmer Wheel- 


* & ® 








You receive $1.00 for each idea 

considered worthy and accepted 

for publication. Watch these 
pages of suecessful ideas. 


er. the “Sizzlemanship” man, en- 
titled “How to Build Selling Sen- 
tences.” All you have to do is 
request this on a postal card. The 
fundamentals presented in this 
folder will help you in winning 
your share of the prize money and 
will also help you improve your 
salesmanship. Write for this to- 
day! 


Judging “Selling 
Sentence” Contests 

Editors of HARDWARE AGE will 
act as judges in this new contest 
and the decision of the judges will 
be final. The same point system 
of judging that has been used in 
the past will be employed. 

Each entry will be judged on the 
basis of the three fundamentals for 
building selling sentences outlined 
under the section “How to Build 
Your Selling Sentences.” 


FOR EACH OF THESE * * J J) EA 5 * % $1.00 WAS PAID 


“Close Out” Table Sells 
Damaged Merchandise 


“We used a ‘close out’ table in 
our store to dispose of damaged 
merchandise and other slow selling 
items. This was placed toward the 
front in a heavy traffic spot where 
every customer leaving the store 
would be sure to see it. The table 
started to sell merchandise from 
the start. The record sale was one 
that amounted to $8.00. It was 
made to one customer in one after- 
non. All of the merchandise was 
goods that we could not sell in any 
other manner. 

“A wide variety of merchandise 
was displayed on the table but not 
a large quantity. If we had a half 
dozen of an item to be disposed of, 
only one was put on the table at 
a time. All items were marked 
down from regular prices. The 





This “close out” table helped sell 
damaged and slow selling items. 


sale price was marked on the item 
along with the regular price. In 
this way customers can appraise 
the price concession. Chipped 
enamelware seemed to be the most 
popular selling line.” 

Lioyp AGRAN, 

Litchfield Hardware Co.. 

Litchfield, Minn. 


Mass Display Idea 
Sells Glasses 


“A short time ago we built a 
large mass display of drinking 
glasses, retailing at 5 cents each, 
near our wrapping counter and, as 
a result. sold over four gross of 
those glasses the first week. A 
large show card called atten- 
tion to the display 
and the attractive 
price of the mer- 
chandise. 



























































“We use mass displays in many 
spots throughout our store. We 
find that this tends to reassure cus- 
tomers during these periods when 
there is so much talk about short- 
ages. It also proves to them that 
certain merchandise is still plenti- 
ful and encourages them to pur- 
chase normal quantities.” 

W. H. BatLey, 
Perth Amboy Hardware Co.. 
Perth Amboy, N. J. 


Home Made Display 
for Lamps 

“Hardware cloth was used in- 
side and outside of this wire rack 
in order to convert it into a dis- 





Lamp bulb display fixture. 


play fixture for lamp bulbs. The 
hardware cloth was soldered to the 
wire frame all around. Black rub- 
ber tubing was split and fastened 
over the edge of bins to protect 
customers’ hands. A manufactur- 
er’s display card, enabling the 
dealer to tie in with national ad- 
vertising was fastened high on the 
back. 

“We placed this display of 
lamps next to the electrical supply 
table and our sales increased im- 
mediately. The fixture had eight 
bins and these were filled with the 
popular selling lamps. Cards in- 
dicating the size of the lamp bulb 
stocked in the bins were attached 
to the front.” 


G. F. PETERSON. 
Millen Hardware Co.. 
Wilmette. Ill. 


“When Can You Deliver It?’ 


“Many sales are lost or delayed 
because of the salesman’s failure 
to answer the all important ques- 
tion “When can you deliver it?’ in 
the proper way. It is our experi- 
ence that there is a correct way of 
answering this question so that the 
customer will be led into the ac- 
tual closing of the sale. 

“When the customer asks this 
question the best way fr the sales- 
man to answer it ‘s to ask another 
question, namely, “When would 
you like to have it delivered?’ If 
this is done, and the customer is 
not just shopping around, nine 
times out of ten you have made a 
sale. 

“If you are over anxious to 
please and answer the question by 
telling the customer immediately 
how and when the delivery can be 
made the chances are he will say 
‘I'l see,’ or something of like na- 
ture and that may end or certainly 
postpone the sale.” 

Frep W. Crary, 
Dahl’s Hdwe. & Appl. Store, 


Boone, Iowa. 


Uses Show Case 
for Tool Display 

“Tool business has increased 
greatly in our store as a result of 
the defense activities in our com- 
munity. To better display fine 
machinists’ tools, we recently pur- 
chased an 8-ft. glass show case 
from a neighborhood confection- 
ery store. It is approximately 26 
in. wide and 36 in. high. 

“This case was placed on top 
of a counter located at the rear of 
the store. As a result, the mer- 
chandise in the case is at eye level. 


On the glass shelves are shown fine 
machinists tools such as microme- 
ters, gages, loupes, rules, calipers, 
‘V’ blocks, drills, taps, reamers, 
mallets, tweezers, electrical drills, 
and many other tools so necessary 
to the defense plant workman. The 
case has been fitted with electric 
lights to make the merchandise 
stand out and to attract attention 
to the display. There is always a 
crowd around this case because it 
is so close to the wrapping coun- 
ter and many extra sales are made 
as a result.” 

Gustave D. HERRMANN, 

Otto Herrmann Inc.., 


Glendale, N. Y. 


“Man Bites Dog” 

It is very common practice in 
the retail hardware field for own- 
ers to subscribe to HARDWARE AGE 
for the employees of their stores. 

Earl Sebolt, Elm Hardware Co., 
West Springfield, Mass., member 
of the Harpware AcE Retail Sales 
Idea Club, recently turned the 
tables by taking out a subscription 
to Harpware AGE for his em- 
ployer and presenting it to him as 
a birthday gift at a party held in 
the store. 

According to Mr. Sebolt, the 
employees also had a cake with 
candles for him and with the gifts 
on the table was a copy of Harp- 
WARE AGE and a note to the effect 
that the subscription had been re- 
newed for another year. 

Mr. Sebolt closed his letter with 
the suggestion that other members 
may find this a decidedly good 
idea. 











This case helped increase tool sales. 
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WHAT SHOULD 
SHOOTERS USE 
FOR THIS 

ANIMAL 
GANGSTER ? 


- 





ANSWER: 
In case you don’t recognize 
Mus norvegicus in this 
pose, he’s an old timer— 
the common brown rat. His 
“shake-down” is enormous 
—he costs us close to a bil- 
lion dollars a year in board 
bills alone, to say nothing 
of the disease he spreads. 
One of the ways to get 
rid of him is by shooting 
him with .22’s—it’s clean, 
effective, and it’s fun. 
However, it takes power 
to really do a job on rats. 
They’re smart, fast, and 
hard to kill. That means 


Kleanbore Hi-Speed .22’s— ° 


their maximum hitting, 
stopping and killing wallop 
counts for a lot in econom- 
ical pest control. 














Hmm - look at that dirty barre! 


lt3 a cinch hes not using 


"“KLEANBORE” 





(Advertisement) 


=| DEALER “242° LETTER 


TIRES—AND THE 
HARDWARE DEALER 


MERCHANDISING 
MIKE says: 


Here’s a 
“Tailor-Made”’ 
Club for 
Hardware Men 


“If you knew of a club or- 
ganized solely to help you 
do a better job of selling, 
wouldn’t you want to join? 
I’m pretty sure you would. 


“Well, that’s exactly why 
the Retail Merchandisers’ 
Club came into being. 
Through its monthly Club 
Bulletin it gives helpful, 
down-to-earth, factual ad- 
vice, including information 
on hunting and_ shooting 
that will enable every hard- 
ware store salesman to do 
a better job of giving his 
shooter - customer - friends 
the right information on 
their favorite sport. For 
full information just write: 
Retail Merchandisers’ Club, 
Remington Arms Company, 
Bridgeport, Connecticut.” 
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Economists and sociologists have already be- 
gun considering the effect of tire shortages 
on the American family. Believe it or not, 
this shortage is likely to affect hardware 
merchandising appreciably. 


In the first place, people are going to stay 
home more. That means increased demand 
for home games, handicraft and hobby ma- 
terials, garden tools and seeds. People will 
putter around more, repairing and redecorat- 
ing their homes and furnishings. 


Tire shortages mean changes in buying 
habits. People will be inclined to buy more 
from the local store around the corner, less 
from nearby city stores. Telephone orders 
will increase. The tendency will probably be 
toward larger and less frequent purchases. 


People will walk more. They’ll be going 
past your store, window-shopping—so don’t 
ease up on your window displays. More walk- 
ing might well mean more sales of hiking 
equipment, small picnic kits and the like. 


One thing is sure. Hardware dealers will 
need to exercise their merchandising ability 
in adapting items in stock to the changing 
habits of people. New government regula- 
tions, shortages, slow deliveries and many 
other factors call for real ingenuity to help 
keep abreast of events in retail sales during 
these times. 








‘Kleanbore,”’ “‘Hi-Speed’’ are Reg. U. 8S. Pat. Off. by Kemington Arms Co., Inc., Bridgeport. Conn 43 

















WPB Puts Builders’ Hardware 


Limitation Order L-66 limits design and 


use of metals in builders’ hardware items. 


By L. W. MOFFETT 


Washington Representative 
of Hardware Age 


\ V1 is bracketing 


the hardware business with a 
series of orders, the net effect of 
which is to (a) reduce the num- 
ber of styles and types of builders’ 
hardware items and change their 
physical composition; (5) pro- 
hibit the installation of any build- 
ers’ hardware or other hardware 
in residential structures which do 
not operate under a_ preference 
rating. 

Donald M. Nelson, WPB chair- 
man, told a press conference on 
April 7 that suspension of the pro- 
duction of all consumers’ durable 
goods and civilian construction 
would occur within the next 60 
days. The conversion orders al- 
ready issued and the construction 
and steel regulations to be issued 
shortly, he said, “would change 
the face of American industry.” 

Specifically Mr. Nelson men- 
tioned an omnibus steel order, 
M-126 (to be issued shortly) 
which will prohibit at an early 
date the use of iron and steel in 
hundreds of listed metal products. 
Limitations are also placed on all 
other metals and scarce plastics. 

The builders’ hardware order. 
L-66 is reported in its present 
status, and is consequently sub- 
ject to change. 

Except for maintenance and re- 
pairs, and items which are re- 
stricted by L-66 as to number or 
quantity only, 10 days after the 
issuance date of the order no per- 
son shall install in permanent pub- 
lie type and residential buildings. 


4 


cantonments, or other military 
type buildings, any size or quan- 
tity of builders’ hardware of a 
design using more critical mate- 
rials than permitted by the order. 

In all cases, the order bans the 
use of cadmium, nickel. and 
chromium in builders’ hardware 
and permits very little brass or 
zinc, limits designs of particular 
items, such as only two types of 
cylinder locks, four types of door 
closers, etc., limits the number of 
hinges to two per door. and 
eliminates metal kick plates. and 
push and pull bars of metal. 

The limitations on builders’ 
hardware for defense and non-de- 
fense residential housing are set 
forth in detail following this story. 
These limitations constitute Part 
Il of Schedule A. 

Parts I, III and IV relating to 


permanent public type buildings. ° 


cantonments. and other military 


Part II—Residential Housing, 


SECTION A. GENERAL 

A-1. TYPE NUMBERS. Hardware 
items, unless otherwise described here- 
in, are designated by type number 
selected from the applicable Federal 
specifications listed below, except as 
modified herein. 

FF-H-106, Hardware, Builders’; 
Locks and Lock-Trim. 

FF-H-111, Hardware, Builders’; 
Shelf, and Miscellaneous. 

FF-H-116b, Hardware, Builders’; 
Hinges (Nontemplate). 

FF-H-121a, Hardware, Builders’; 
Door-Closers. 

FF-P-101a, Padlocks. 

A-2. FINISHES PERMITTED 
FOR IRON AND STEEL. All iron 
and steel hardware other than door 
closers and butts shall be finished 
US18A. Door closers shall be USP or 
USID, butts shall be USP, USID or 
US18A_ unsanded. 

A-3. MATERIALS. Where Federal 


Specifications or other type numbers 


type buildings follow the pattern 
of hardware allowed for residen- 
tial type construction with incon- 
sequential differences so far as 
hardware retailers are concerned. 

The personnel of the informal 
Industry Advisory Committee 
which collaborated with the Bu- 
reau of Standards and WPB in 
producing the limitation order are 
as follows: 

William C. Habbersett, Russell 
& Erwin Mfg. Co., New Britain, 
Conn., chairman; R. W. Cham- 
berlin, The Stanley Works, New 
Britain, Conn.; Walter S. John- 
son, P & F Corbin Co., New 
Britain, Conn.; John J. Meyer, 
Lockwood Hardware Mfg. Co., 
Fitchburg, Mass.; R. T. Mitchell, 
The Yale & Towne Mfg. Co., Stam- 
ford, Conn.; L. W. Oakes, Sargent 
& Co., New Haven, Conn.; Duncan 
Shaw, Reading Hardware Corp.. 


Reading. Pa. 


Defense and Non-Defense 


indicate brass or bronze material, such 
items shall be furnished in wrought 
steel, cast iron, or malleable iron. Brass 
may be used for bolts, essential inte- 
rior parts, stop works, fronts, cylinders 
and kevs of cylinder locks only. Bronze 
may be used for coil springs where 
necessary in cylinder locks. Cylinder 
padlocks may have brass mechanism. 
Case and shackle shall be steel, cast 
iron, malleable iron, or die cast. Fer- 
rous parts of padlocks may be zinc 
coated. 

A-4. Where the use of brass is per- 
mitted, such brass may be finished 
US+4. 

A-5. KEYS. Bit key locks shall 
have one only key for each lock. Locks 
and latches having cylinders, and pad- 
locks, shall have two only keys for each 
lock. Only three master keys may be 
furnished with each group of locks 
when such locks are required to be 
furnished master keyed. 

A-6. STRIKES shall be flat type 


without boxes. 
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Effective immediately WPB has called a 
halt to non-essential construction. More 
details in Hardware Age for April 30. 


A-7. DOOR KNOBS shall be ot 
wrought steel, glass, pottery or plastic 
nor more than 2 in. in diameter. 
Knobs for mortise or tubular locks 
shall have bracket-type bearings and 
either threaded or triplex steel spindle. 


SECTION B 


B-1. ENTRANCE DOOR. 1 pair 
butts, type 201514. Except no non-ris- 
ing pin. 

1 set mortise latches (case may be 
cast iron or wrought steel approximate 
size 1% in. x 3% in. x ¥ in., front, 
wrought steel or cast iron, approximate 
size 3 in. x % in., single compression 
spring, iron hub; iron bolt). 

Knobs (shall be as specified in par. 
3-7). 

Pendant or oblong escutcheons (shall 
be wrought steel, approximate size 7 
in. x 13% in.). 

1 Night Latch, rim type. Case shall 
be cast iron approximate size 23 in. x 
35% in. with cast iron bolt. Brass or 
bronze 5-pin tumbler cylinder with 
two keys. 

1 Steel, iron or wood door stop 
2% in. 

1 Letter box or letter plate. Box 
shall be of cast iron or steel, size ap- 
proximate 3 in. x 10 in. with 1% in. 
x 7 in. or larger opening. 

Note. When a common entrance is 
used for more than one dwelling unit, 
butts, latch set and door stop as listed 
above must be used; night latch and 
letter box or plate must be omitted. 


B-2. REAR DOOR. 1 pair butts, 
type 201544. Except no non-rising pin. 

1 set mortise latches (case may be 
cast iron or wrought steel approximate 
size 1s in. x 3% in. x ¥ in.; front 
wrought steel or cast iron approximate 
size 3 in. x % in., single compression 
spring, iron hub, iron bolt). 

Knobs (shall be as specified in par. 
A-7). 

Pendant or oblong escutcheons (shall 
be wrought steel, approximate size 7 
in. x 1% in.). 

1 Night Latch, rim type. Case shall 
be cast iron, approximate size 234 in. 
x 354 in. with cast iron bolt. Brass or 
bronze 5-pin tumbler cylinder with 
two keys. 

1 Steel, iron or wood door stop 
2% in. 

Note. Where a common rear door 
is used for more than one dwelling 
unit, butts, latch set and door stop as 
specified above must be used; night 
latch must be omitted. 
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B-3. BATHROOM DOOR. 1 pait 


‘butts type 2015%4. Except no non-ris- 


ing pin. 

1 set mortise latches (case shall be 
cast iron or wrought steel, approximate 
size 1#s in. x 3% in. x ff in.; front 
wrought steel or cast iron approximate 
size 3 in. x % in., single compression 
spring, iron hub, iron bolt. 

Knobs (shall be as specified in par. 
A-7). 

Pendant or oblong escutcheons (shall 
be wrought steel, approximate size 7 
in. x 13% in.). 

1 Mortise bolt (tubular) shall have 
a wrought steel case * in. diameter, 
134 in. backset with cast iron turn, 
wrought steel bolt and strike. 

1 Steel, iron or wood door stop 
21% in. 

B-4. CLOSET AND INTERIOR 
DOORS. 1 pair butts type 2015%. 
Except no non-rising pin. 

1 set mortise latches (case shall be 
cast iron or wrought steel, approximate 
size 1s in. x 3% in. x * in.; front, 
wrought steel or cast iron, approximate 
size 3 in. x % in., single compression 
spring, iron hub, iron bolt). 

Knobs (shall be as specified in par. 
A-7). 

Pendant or oblong escutcheons (shall 
be wrought steel, approximate size 7 
in. x 1% in.). 

1 Steel, iron or wood door stop 
2% in. 

Clothes Closets only. 8 coat and hat 
hooks (wire or cast iron japanned). 


B-5. DOUBLE-ACTING DOOR. 1 
set steel floor hinges (may be floor 
double-acting spring commercial type 
with wrought steel prime coat side 
plates). 

2 Glass or plastic push plates (shall 
be 3 in. x 12 in.—glass shall be 
beveled). 


B-6. CABINETS (DOORS AND 
DRAWERS). Steel hinges shall be full 
surface or semi-surface type to suit 
detail. Prime coat finish may be fur- 
nished. Knobs or pulls shall be glass, 
plastic or steel. Friction catches, push- 
button type catches or cupboard turns 
may be used. 


B-7. DOUBLE HUNG SASH. |! 
sash lock (shall be cast iron or steel, 
approximate size 2%4 in. x % in. 

1 Hook lift (shall be wrought steel 
hook type, approximate size 1 in. x 
154 in.). 


Sash pulleys, sash cord, fixtures, and 
weights, or spiral and coiled spring 
balances may be used. 


B-8. CASEMENT WINDOWS, each 
to have: *Butts type 20154 (for case- 
ment opening out, type 2031A). 

2 only surface bolts type 1060—6 in. 
(for pairs casements only). 

1 only casement fastener Yale & 
Towne No. 1067, or equal, with 
wrought or cast base. 

*1 only casement adjuster type 1000 
(1 to each sash). 

Note. If crank type operators are 
required in lieu of the friction ad- 
juster the following may be used: 

Casement operators may be worm 
and gear type with angle or horizontal 
drive mechanism to provide for oper- 
ation through screen. All parts shall 
be steel except non-ferrous bushing 
and spring may be used. Cast iron or 
die cast housing may be used as alter- 
nates to steel. 

Automatic top closers, to provide 
automatic operation for casement sash, 
1 in. wide x 3% in. long. All parts 
shall be steel. 


B-9. SCREEN DOORS. Spring 
hinges (may be cast iron or wrought 
steel, surface type size approximately 
234 in. fixed tension, coil spring). 

Catches (shall be rim type). 


B-10. CELLAR WINDOWS may 
have wrought steel japanned standard 
set, including hinges, catch, hook and 
eye and fastening. 


B-11. HOUSE NUMBERS may be 
glass. 


B-12. WINDOW SCREENS. Hang- 
ers (shall be type 1825 or 1825B to 
suit detail). Hook and eye type 1601C, 
size 1% in. 

*Note. Two steel casement pivots 
as described below may be furnished 
in lieu of butts and casement adjuster. 
Pivot shall consist of sill plate, sash 
plate, arm and sliding shoe, as manu- 
factured by Vincent Whitney, or equal. 


SECTION C. ALTERNATE LOCKS 
AND LATCHES 


C-1. RIM KNOB LOCKS. -Type 
59, may be used for interior doors in 
lieu of the mortise latch specified. 

C-2. TUBULAR LOCKS AND 
LATCHES AND CYLINDRICAL 
CASE LOCKS AND LATCHES may 
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be used in lieu of the items specified, 
as follows: 


Alternate Alternate 
Opening Tubular Cylindrical 
Case 
(a) Entrance and 
rear doors: 
Latch Type 150 | 
Night latch . Type 153 ; Type 165 
or 154 
(b) Bedroom and 
bathroom doors: 
Latch, with stop.. Type 151 Type 162 
(c) Interior and 
closet doors: 
Latch Type 150 Type 160 


(d) Screen doors: 


Latch with tubular case approxi- 
mately 5¢ in. diameter; baskset 134 1n. 


C-2a. TUBULAR LOCKS AND 
LATCHES shall be of cast iron, 
wrought steel or zinc-alloy die casting. 
Front may be either solid or two- 
piece. Wrought parts shall be ap- 
proximately 0.035 in. thick, die-cast 
parts approximately 0.050 in. thick. In 
lieu of escutcheons, tubular locks and 
latches may be furnished with roses 
approximately 134 in. x 2 in. or ap- 
proximately 2 in. in diameter. 


SECTION D. NOTES 


D-1. The following are the require- 
ments for sash pulleys and balances: 


D-la. SASH] PULLEYS may be 
type 1242 or 1249C with plain, ball, 
bronze-busbed or wood-bushed bear- 
ing and commercial lacquered finish. 


D-ib. SASH BALANCES may be 
of single coiled spring (clock spring) 
type with suspension tape, or twin 
coiled spring “flat” type suspension 
cables, or single helical-spring ‘“vert- 
ical” type with tubular housing. 
Springs may be _ high-carbon steel 
uniformly tempered. Suspension tapes 
and cables may be coated with zinc. 
The single coiled spring type may 
have pressed steel or cast iron case 
and front for mounting in iortise in 
window frame. The twin coiled- 
spring type may have a pressed steel 
case for mounting flatwise in cutout in 
window frame. For each pair of sash, 
two pairs of balances with single 
spring or one pair of balances with 
twin spring shall be furnished, except 
that for 13% in. sash not over 2 ft. 10% 
in. wide, or with glass not over 30 
in. wide, one pair of balances with 
single spring or one twin spring bal- 
ance may be furnished, for each pair 
of sash, provided a suitable equalizer 
for each sash is furnished. 


SECTION D. MISCELLANEOUS 


D-1. The following are the require- 
ments for sash pulleys and balance: 

D-la. SASH PULLEYS may be 
Type 1248 or 1249C with plain, ball, 
bronze bushed or wood-bushed bear- 
ing and commercial lacquered finish. 


D-ib. SASH BALANCES may be 
of single coiled spring (clock spring) 
type with suspension tape, or twin 
coiled spring “flat” type with suspen- 
sion cables, or single helical-spring 
“vertical” type with tubular housing. 
Springs may be high-carbon steel uni- 
formly tempered. Suspension tapes 
and cables may be coated with zinc. 
The single coiled spring type may have 
pressed steel or cast iron case and 
front for mounting in mortise in win- 
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dow frame. The twin-coiled spring 
type may have a pressed steel case for 
mounting flatwise in cutout in window 
frame. For each pair of sash, two 
pairs of balances with single spring 
or one pair of balances with twin 
spring shall be furnished, except that 
for 13% in. sash not over 2 ft. 10% in. 
wide, or with glass not over 30 in. 
wide, one pair of balances with single 
spring or one twin spring balance may 
be furnished, for each pair of sash, 
provided a suitable equalizer for each 
sash is furnished. 


D-2. GARAGE HARDWARE. 
Hinge type, type No. 2209, 12 in. with 
steei pin, three to the door. Thumb 
latch type 1189A. Bolt type 1022B 6 
in. Cute, 12 in. wrought steel. Pad- 
lock eves, No. 1540. 


D-3. MAINTENANCE AND 
MANAGEMENT BUILDING. 

D-3a. EXTERIOR ENTRANCE 
DOORS TO PUBLIC. SPACE. To 
have hardware as specified for en- 
trance doors to single units. Stationary 
leaf of double doors to have chain 
bolt type 1025A 6 in. at top and foot 
bolt type 1047A 6 in. at bottom, Other 
exterior door to have hardware as 
specified for entrance doors, to single 
units (omit letter box). Standing half 
of double doors to have chain bolt 
type 1025A 6 in. at top, foot-bolt type 
1047A 6 in. at bottom. 


D-3b. DOORS TO MANAGER’S 
OFFICE, DOORS TO  SUPERIN- 
TENDENT’S OFFICE, DOORS TO 
OTHER ROOMS INDICATED AS 
REQUIRING LOCKS WITH KEYS, 
SUCH AS STORE ROOMS, SHOPS, 
ETC. To have hardware as specified 
for interior entrance doors to units in 
multi-family dwellings. 


D-3c. DOORS TO PRIVATE TOI- 
LETS. To have hardware as speci- 
fied for bathroom doors in dwelling 
units substituting lock type 17 A EK 
with wrought steel front and strike. 


D-3d. DOORS TO PUBLIC TOI- 
LETS OTHER INTERIOR DOORS. 
To have hardware as specified for in- 
terior doors in dwelling units. 

D-3e. CABINETS UNDER COUN- 
TER IN PUBLIC SPACE. To have 
hardware as specified for cabinets. 

D-3f. WINDOWS. To have hard- 
ware as specified under windows and 
casements in dwelling units. 


D-4. MISCELLANEOUS. 


D-4a. PADLOCKS. Padlocks for 
bulkheads, garages and doors to cel- 
lar spaces shall be 1% in. in size, disc 
tumbler, or pin tumbler construction 
with ferrous or die cast case. 

D-4b. SELF-RELEASING FIRE 
EXIT DEVICES where required by 
applicable code or regulation, ferrous 
metal, no metallic coating. 

D-4c. AUTOMATIC FIRE DOOR 
FIXTURES where required by applic- 
able code or regulation, ferrous metal, 
no metallic coating. 

D-4d. DOOR CLOSING DEVICES 
for multi-family dwellings where re- 
quired by applicable code or regula- 
tion, ferrous metal, no metallic coating. 

D-4e. WOOD-VENETIAN BLIND 
HARDWARE, ferrous metal, no met- 
allic coating. 

D-4f. SHADE FIXTURES, ferrous 
metal, no metallic coating. 

D-4g. BRACKETS for wood hand 
rails, ferrous metal, no_ metallic 
coating. 
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Defense Stamps 


for the Kiddies 


/10c DEFENSE STAMP FREE 


with each $1.00 sale on follow 


SCOOTERS . 


VELOCOPEDES 
ROLLER SKATES 
DOLL BUGGIES and TOYS, 


HARDWARE 





ing items: 
$1.25 and up 
$3.19 and up 
$5.39 and up 
85c and up 








156 E. WIS. AVE. 






The Babcock Hardware Co. of Oconomowoc, Wis., recently stressed the 


patriotic motive in an advertisement featuring wheel 
10-cent 
$1.00 sale of any of the merchandise listed in the advertisement. 


toys. The firm offered a 





goods and 
Defense Stamp free with each 
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HERE’S SOMETHING YOU SHOULD KNOW 


IF you want to sell to women! 


No. 5316—Temprite Window Thermometer— 
Clear black figures against contrasting scale. 
Long-lasting, weather-resistant. One-piece 
bracket, easy to mount and adjust to correct 
reading angle. 814" overall. Each in box. $1.10* 
each. 


No. 5140—Taylor Comfortmeter—Durable, at- 
tractive thermometer with Permacolor tube and 
magnifying lens, covering outdoor tempera- 
ture. Hexagonally-shaped scale, ivory-finished, 
is mounted on molded wood back finished in 
maroon. Each in box. $0.55* each. 
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WAS waiting on Mrs. Sweeney 
| when [I first noticed it. Being 
curious, I watched Mrs. Smith 
when she came in, then Mrs. 
Gardner. Suddenly I realized that 
they were all the same, that every 
woman who walked into my store 
was just like Mrs. Sweeney! 

They may look for bargains and 
ways to save a few pennies on a 
lot of purchases. But when they 
are buying things important to 
the health and comfort of their 
families, particularly their chil- 
dren, price is not the only consid- 


No. 5936—Taylor Roast Meat Thermometer— 
Helps roast meats right, reduce shrinkage, save 
fuel. Costly guesswork unnecessary. Various 
degrees for different meats indicated on ivory- 
color scale. Long-lasting. 734” overall. Each in 
box, complete with skewer. $1.50* each. 


No. 2280F—Taylor Fisherman’s Barometer— 
Tells when they’ re most likely to bite and when 
they probably won’t. Amazingly accurate fore- 
caster of angler’s luck. Used all over the coun- 
try with marked success. 234" dial, 314” diam- 
eter. In handy snap-cover case. $6.00* each. 


CONSER 
is ne 


* 
Oe 


eration. They demand quality. 

To them Taylor means quality. 
Taylor is synonymous with the 
continuing health, comfort and 
happiness of the family. So they 
accept Taylor Instruments with- 
out argument ...and_ retailers 
find the Taylor line so profitable. 
If national interests should slow 
deliveries of Taylor Instruments, 
you may be sure women won't 
forget. They'll wait for Taylor. 
Taylor Instrument Companies, 
Rochester, N. Y., and Toronto, 
Canada. 


No. 2068C—Taylor Auto-Altimeter—Tells how 
high the hills are, how low the valleys. Easily 
attached to any car. Ranged to 5,000 ft. in 100- 
ft. divisions. Each in box. $6.00* each. Also No. 
2068D, to 10,000 ft.—$7.50* and No. 2068F, 
to 15,000 ft.—$9.00*. 


No. 5908—Taylor Candy and Jelly Thermometer 
—Binoc tubing makes it easier to read. Scale re- 
sistant to fruit acids. Takes the guesswork out 
of candy making. Long-lasting, easy to keep 
clean. 1134” overall. Each in box with instruc- 
tions, recipes. $2.25* each. 


*Prices slightiy higher west of the Rockies and in Canada. 











May—Show Lawn Furniture and 
Screen Doors and Windows 


HARDWARE AGE Original Window Display IDEAS 
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LAWN FURNITURE WINDOW 


MERCHANDISE: Wood and metal lawn furniture, lawn tables, chairs, trellis, flower 
bed border, rose bushes, charcoal grills, vacuum bottles, vacuum jugs, croquet sets, horse- 
shoes, steak grills, long handled forks, paper napkins, paper plates, picnic baskets, picnic 


utensil sets. 


BACKGROUND: Center panel of light green corrugated material or painted wallboard. 


Side panels of dark green. 


picket fence. 


; ae is little doubt 


that more people will be spending 
more time enjoying their homes, 
lawns and gardens during the 
coming summer than for many 
years past. This situation presents 
many sales opportunities for hard- 
ware dealers who carry merchan- 
dise that will help these persons 
enjoy homes and gardens to the 
utmost. 

Wood lawn furniture. as well as 
some metal equipment, will be 
available. Show this merchandise 
in an early window display. Try 
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to present it in a proper setting 
so as to conjure in the mind of the 
customer some of the pleasures to 
be derived from the use of this 
merchandise. The suggested dis- 
play of lawn equipment shown on 
this page will help you develop 
this idea. 

Be sure to use grass mats on the 
floor and a real or imitation white 
picket fence as a_ background. 
Other ideas could also be devel- 
oped and created along this line. 

Picnics are popular events and 
almost every family enjoys them. 





Cut-out letters in red. Actual or corrugated board cut-out 


This outdoor activity should in- 
crease this year and dealers should 
get ready to promote it and be 
able to supply the needed mer- 
chandise. Practically every hard- 
ware store carries the items that 
help make successful picnics and 
this merchandise should be fea- 
tured in the lawn equipment 
window. 

The high spot of fun in any pic- 
nic is the outdoor cooking. It is 
this feature that really makes these 
occasions something different. Be 
sure to show a number of different 
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Pad out your profits with 
UNIVERSAL HEATING PADS | 


If you are looking for profits this Spring, 
promote Universal Heating pads made of 
the highest quality of materials — care- 
fully constructed and rigidly tested for 
temperature maintenance. Each 3-Heat 
Pad is equipped with 4 thermostats 
and positively maintains any one of 3 
separate temperatures. They come com- 
plete with separate, washable, muslin 
slip-cover and rubberized cover for use 
with either wet or dry applications. 








Available with quilted tea rose sateen cover as shown 
No. E9743 


Peach colored Krinkle Kloth 
with dark brown alligator 
leatherette case for traveling 
or convenient storage 
No. E9448 





A complete line of pads for every purse and purpose. 











LANDERS, FRARY & CLARK NEW BRITAIN, CONN. 
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SUMMER 


KEEP YOUR HOME 
FREE OF INSECTS 
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ADJUSTABLE 
WwInDow 
P—@ SCREENS 


SCREEN DOOR WINDOW 


8 op Ss 


MERCHANDISE: Screen doors, black, galvanized and bronze screen cloth, hardware 
cloth, screen door hardware such as spring hinges, door springs, door closers, door bumpers, 
door checks, latches, locks, braces, mending plates, corner irons, window ventilators, ad- 
justable window screens, window screen numbers, screen paint, paint brushes, brush 


cleaners. 


BACKGROUND: Center panel of light yellow ccrrugated material or painted wall- 


board. Side panels of screen doors. Cut-out letters in dc « blue. 


types of charcoal or open fire 
grills, as well as the necessary ac- 
cessory equipment which is so 
essential to the chefs in doing a 
first class job. 


Interior Display 


Bulky outdoor lawn equipment 
must be shown in open floor space 
inside the store. Try to develop a 
display. that shows how the mer- 
chandise can be used in the yard. 
Grass" mats should be used to 
cover the floor to provide the nec- 
essary atmosphere. 


Time for Summer Comfort 


One of the most important jobs 
around any home in the early 
summer is that of equipping the 
building with the necessary win- 
dow and door screens to insure 
complete comfort. The merchant 
should emphasize this comfort 
angle in promoting sales of this 
type of merchandise for it will 
mean sales. 
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Window displays should feature 
screen doors. screen wire and win- 
dow screens. Items related to and 

















“OH THAT REMINDS ME 1 MUST GET A POUND OF 
FRANKFURTERS ~ 


essential to this merchandise 
should also be shown. 


Interior Screen Door Displays 


One of the best ways of display- 
ing screen doors is by hanging 
them on hinges fastened to the 
sidewall. Space the doors about 
6 in. apart. This will enable you 
to show each individual door to 
advantage. Each should be 
equipped with a type of hardware 
suitable for that particular screen. 
Another good idea is to have a 
small show card on each screen 
which gives the sizes of the va- 
rious doors stocked and_ their 
prices. These will enable custom- 
ers to practically sell themselves 
if the salesmen are busy elsewhere 
in the store. 

Doors equipped with hardware 
enable the salesmen to do a com- 
plete selling job. This is a most 
important factor in the retail field 
today. 
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MILLERS FALLS 
TOOLS 


“Do you serve the war effort?” That’s 
all that matters now. This is war... 
fraught with terrible possibilities. 
You of the tool trade do serve the 
war effort in a thousand and one ways. 
You supply tools and equipment to 
workmen who depend on you — me- 
chanics, farmers, masons, many others 
—all war workers in production or 
maintenance or operation. You pro- 


vide the channel between these men, 


and sources of supply otherwise out of 
their reach. You maintain stocks so 
that they can get what they need when 
they need it. Can you therefore carry 
on as usual? Do your job now as you 
did only a few short months ago? 


NO! You have a head start, it’s true, 
but you have a new job too: for every 
tool you sell and hope to replace in your 
stock, you must secure a priority rating 
of A-10 or higher and pass it along to 
your supplier. The Government has 
established the machinery . . . it’s up 
to you to use it and make it work. 

Order P-100 and Forms PD 1A and 
3A were originated to help you to serve 
the war effort. You should familiarize 
yourself with their every provision and 
then apply them to the limit of their 
proper use. , 

This is the new pattern. We must all 
play the game according to the rules 
if we are to survive. 


COMPANY 


MANUFACTURERS OF FINE HAND TOOLS, PRECISION TOOLS, PORTABLE ELECTRIC TOOLS, AND HACK SAWS 
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GREENFIELD, MASS. 























Bulky merchandise i 


of the store where cus 


i in front 
d in this outdoor space in 
“ ae may inspect it at their leisure. 


Outside Display Helps Sell | 
84 Unpainted Wood Lawn Chairs 


TL. Berkshire Hard- 


ware Co., Pittsfield, Mass., sold 84 
unpainted Adirondack wood lawn 
chairs by simply displaying them 
outside the store. The store build- 
ing itself is set back from the side- 
walk approximately 15 ft. so the 
space between makes an ideal spot 
for showing a lot of bulky lawn 
and garden goods. 

According to R. H. Hall, mana- 
ger, this space is more valuable 
than the windows. The store’s lo- 
cation in the community has some- 


thing to do with this. The busi- 


Berkshire Hardware Co. 
uses sidewalk space in 
featuring large items 


ness is approximately three long 
blocks away from the edge of the 
downtown shopping section of this 
city of 50,000 and most of the traf- 
fic past the store is automobile 
traffic. The outside displays are 
much more interesting and can be 
seen more readily by the shopper 
in the car and that is one of the 
reasons why these displays are so 
effective. 


“These Adirondack wood lawn 


chairs were a new line with us,” 
says Mr. Hall, “and we did not 
know how good a job we could do 
with them. The outside display did 
the trick however, and we expect 
to sell more of these another 
season.” 

Chairs sold at $2.69, $2.95, and 
at $4.95. The best seller was the 
one priced at $2.95. Other lawn 
furniture was also displayed and 
sold by the company. 


Wood lawn furniture should be available during the summer-—so sell it! 
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N these days of priorities on metals and é as purchasing agent for his territory. He 





countless other materials, manufactur- has invested vast sums in large stocks for 
ers, jobbers and retailers are all finding it your selection, and has taken just pride in 


difficult to meet normal demands. his record of prompt deliveries. 


Every effort is being made by your jobber to But now, with conditions beyond his control, 
supply the merchandise you want, but with remember it isn’t his fault if deliveries are de- 
LIBERTY the No. 1 item on every priority layed or if he can only partially fill your orders. 
list the needs of our fighting : ’ He, like you, is doing his 
forces must come first. For level best to supply his cus- 


years your jobber has served tomers. No one can do more. 


* * WORLD CHAMPION AMMUNITION * * 


WESTERN CARTRIDGE COMPANY, EAST ALTON, ILLINOIS 

















Servicing Lawn Mowers Builds Profits 


Outboard motor work and 
storage service also aid 
Eastman Hardware Co. sales 


i ERE’S good profit 


in sharpening and repairing hand 
and power lawn mowers for East- 
man Hardware Co., Falmouth, 
Mass., located on Cape Cod. 
When summer people start closing 
their homes and year ‘round resi- 
dents cease mowing their lawns 
for the season, Eastman’s start 
picking up mowers. All hand and 
power units taken in for sharpen- 
ing or repairing are stored free of 
charge. The service work is done 
during the winter. While there is 
no actual profit in the storage ser- 
vice it is a real builder of good 
will. 


It is not unusual for the store to 
have 300 hand mowers and about 
70 power units in storage. On a 
hand mower the sharpening price 
is $2.00 while power mower 
sharpening jobs run from $6.50 
up. When a valve grinding job is 
done on a power unit the price 
usually ranges from $5.00 to 
$7.50. 

In addition to profiting from 
power mower service jobs, the 
firm normally sells about 18 units 
a year, priced from $89.95 to 
$500.00. Three power lines are 
regularly handled and most of 
these sales are on a cash or open 
account basis. When time pay- 
ment sales are made the paper is 


financed by the store. Most of the 
power mower sales are made to 
owners of large estates. When re- 
quested, the store will demonstrate 
a power mower for a prospective 
customer. 

Some of the old hand mowers 
brought in for repairs need so 
much repairing and adjusting that 
the customer can be induced to 
buy a new mower. In such in- 
stances a trade-in allowance of 
$1.00 is given. 

Outboard motors are also stored, 
serviced and repaired. There is 
no charge for storing outboard 
motors, although each unit in stor- 
age is turned over at least once a 
week. 


Service departments take up the slack caused by priorities. 


A section of the repair shop where hand and power mowers are serviced 
and repaired. Several outboard motors are also waiting to be repaired. 
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Victory’s Production-line Wants More 


YANKEE TOOLS 


iil iti The hungry mouth of industry calls for more and 
% more **Yankee”’ Tools. Speed and more speed is 

the order of the day. For America has every- 

thing in the world but time. .. It is 
natural that ‘*Yankee’”’ Tools should be 
in such demand. They are designed for 
doing things faster... and better. And 
you may be sure that we who make 
them are operating under forced 
draft. . . Naturally, too, you 
aren’t getting enough“ Yankee” 
and ** Yankee-Handyman” 
Tools. Uncle Sam’s needs 
come first. But we will con- 
tinue to make as many 
as we can. And we will 
continue to adver- 
tise them, so that 
you—and we— 
will have a 
“Yankee” 
Tool busi- 


ness when 


comes 


again. 


make good mechanics better 
NORTH BROS. MFG. CO., PHILA., U.S.A. 


SUPPORT THE ORDERS YOU GIVE YOUR JOBBER WITH PREFERENCE RATINGS WHENEVER POSSIBLE 


APRIL 16, 1942 
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Advances 


Mop heads. Wool dusters, feathers. 

Ice tongs. Wood spiit pulleys. 

Sweeping compounds. Asbestos goods. 
Rubberized cotton gloves. Window shades. 
Competitively priced vacuum bottles, kits. 
Linseed oil. Some tin dairy pails. Some setter cans. 





Mop heads—One manufacturer 
has advanced prices on some sizes of 
mop heads as much as 10 per cent. 

*. 7 > 

Wool dusters, feathers—One 
maker has advanced prices approxi- 
mately 10 per cent. 

* ° +. 

Post hole diggers, augers 
One manufacturer has announced its 
inability to give any definite promise 
of deliveries on post hole augers and 
diggers. 

* - + 

Scythes, axes—One maker has 
reported extreme difficulty in obtain- 
ing raw materials and as a consequence 
must have a priority for delivery on all 
axes, scythes, etc. 

a ” 

Ice tongs—An advance of 
about 22 per cent has been issued on 
one line of ice tongs. 

7 ” + 

Tool chests—One manufactur- 
er has announced that it cannot ship 
any further orders unless covered by 
an A-10 or better rating. 

* * * 

Wood split pulleys — One 

manufacturer, late in March, advanced 


wood split pulleys 5 per cent. 
. a“ * 

Sweeping compounds — One 
manufacturer has advanced sweeping 
compound prices from 10 to 30 per 
cent. 

7 * * 

Asbestos items—One maker 

of asbestos mats, stove pipe collars, etc., 
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has announced advances of about 5 


per cent. 
e ¢ @ 


Rubberized cotton gloves 
Various numbers of one line of rub- 
berized cotton gloves have been ad- 
vanced 7 to 25 per cent. 

a © * 

Window shades—As of April 
| prices on window shades were ad- 
vanced 10 per cent by one maker. 


Golf balls—Due to the scarcity 
of new golf balls there is great demand 
for repainted and rewashed balls, and 
these are also becoming scarce. 


* * 7 


Vacuum bottles—As of April 
15 one maker announced that an ad- 
vance of about 5 per cent was made on 
competitively priced pint and quart 
vacuum bottles and lunch kits. 


* * * 


Hardware _ specialties — One 
maker is now accepting orders for 
cabinet locks, etc., only with priority 
ratings, except items now in stock on 
its “slow” or “overstocked” list. A 
leading maker of small cast pulleys has 
announced discontinuance of these 
items, due to inability to obtain mate- 
rials. Brass-plated solid steel curtain 
rod is slow and difficult to obtain. 
Some makers are having to substitute a 
lighter diameter than regular, but at 
no reduction in price. 
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States comprising regions in these charts: 





New England—(Conn., Maine, Mass., N. H., R. 1., Vt.) 


Middle Atlantic—(N. J., N. Y., Pa.) 


East North Central—(Ill., Ind., Mich., Ohio, Wis.) 
West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., S. D.) 
South Atlantic—(Del., D. C., Fla., Ga., Md., N. C., S. C., Va ., W. Va.> 


East South Central—(Ala., Ky., Miss., Tenn.) 
West South Central—(Ark., La., Okla., Texas.) 


Mountain—(Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, Wyo.) 


Pacific—(Calif., Ore., Wash.) 
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Declines 


Turpentine 





Linseed oil—turpentine—Ef- 
fective March 18, National Lead Co. 
adopted the 7% pounds to the gallon 
content of linseed oil, instead of 7% 
pounds previously. Other suppliers 
have followed. In April, the rising 
price trend on linseed oil continued, 
with a 1% cent mark-up on the 3rd, 
following a 2% cent advance on March 
30. Since January 1, the rise has been 
28% cents per gallon. Turpentine after 
a brief four-day rise of 4 cents per gal- 
lon, reverted on April 7 to the recent 
former basis, cancelling the 4 cent 
increase. 

* * . 

Price ceiling—vacuum clean- 
ers—Effective March 30, O.P.A. has 
ordered that wholesale and retail prices 
of cleaners be set at, generally, the 
resale prices established by the re- 
spective manufacturers, and effective 
between October 1 and October 15, 
1941. The order carries a detailed 
schedule of “ceiling” prices, with which 
the retailer is required to familiarize 
himself, and to which he must con- 
form. 

* * * 

Lawn and garden tools—Vic- 
tory gardens are creating an unusually 
heavy demand for garden tools and 
shortages are developing in some lines. 
However, most distributors’ require- 
ments for the season have been covered, 
and the shortages will hardly be seri- 
ous. W.P.B. limitations are leading to 
shortages in some lines of sprinklers, 
hose-nozzles, couplings, etc. Plastic 
nozzle substitutes are being rushed to 
fill the gap, but may not be produced 
in sufficient quantities to take care of 
the situation before the season is over. 
Several manufacturers have abandoned 
certain models, and are concentrating 
on the more popular varieties. The 
supply of hose reels is getting scarcer 
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every day. Some manufacturers have 

cut off production entirely and others 

are limiting to a few popular patterns. 
* * + 


Save stove pipe—Home own. 
ers have been urged by W.P.B. not to 
throw away stove pipes this spring 
when they are taken down in prepara- 
tion for warm weather. Scarcity of 
steel will limit the amount of new 
stove pipe to be manufactured for use 
next winter, and conservation is impor- 
tant. It is understood that only 28 
and 30 gage pipe and elbows will be 
obtainable, in the leading diameters 
only, and with much doubt as to a 
reasonably full supply, even after these 
simplifications. Some makers of collars 
and flue stops expect to have to with- 
draw from next season’s market, as 
stocks are exhausted, and materials 
for replenishment are not in sight. 

* * * 

Metalwares — Leading manu- 
facturers, for the past several months 
have been furnishing their formerly 
galvanized wire rubbish burners, with 
red enamel finish. Supplies for the 
coming season will be slow, but suffi- 
cient at least for early buyers. Effec- 


ARE 


(Susiniss % 





tive March 30 one midwestern supplier 


advanced prices of tin dairy pails, and 
one or two numbers of setter cans, 5 
to 10 per cent. Every maker’s line of 
galvanized ware has been very much 
simplified, in fact, drastically cut. Job- 
bers report it almost impossible to get 
deliveries, even after the reduction in 
variety. 
a a * 

Nail output stimulated—Be 
cause lumber is largely replacing steel 
in wartime building construction, the 
War Production Board has asked nail 
manufacturers to increase production 
in coming months. Twenty-six common 
nail manufacturers have been author- 
ized by the director of industry oper- 
ations to produce a total of 72,000 tons 
of nails a month in April, May, June 
and July, and steel for this purpose 
will be made available. Nail produc- 
tion averaged 55,000 tons a month in 
1940, and 65,000 tons a month in 1941, 
but the tremendous prior demands by 
government agencies has left a wide- 
spread famine for all ordinary dis- 
tributors and users. 


* ” * 


Plating substitutes On 
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Stock-Sales ratios are percentag btai 
of an identical group of firms. 
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d by dividing the cost value of stocks by sales 





SALES OF 1,589 INDEPENDENT RETAIL HARDWARE 
DEALERS IN UNITED STATES 
February, 1942 Comparisons 
SUMMARY 


March 31 one maker advised its dis- 
tributors, in part, as follows: 

“The Government has issued an or- 
der prohibiting the use of nickel for 
electroplating after April 1, except for 





-pecified Government use, or with the —_—-- 


Feb.’42 
vs. vs. Feb. °42 
Feb.’41 Jan.’42 ~ 


assistance of preference rating A-1-k Feb. °42 


' at Jan. ’42 
or higher. This order affects not only 


Vo. Stores Feb. "41 


our nickel plated, but also our chro- 











mium plated goods. While the use of 
chromium for electroplating has not 
been forbidden, the ban on_ nickel 
amounts to a stop order on chromium 
plating as well, inasmuch as our hinge 
hardware cannot be satisfactorily plated 
with chromium without a nickel base. 
We will continue to ship nickel-plated 
and chromium-plated goods as long as 
present stocks last, but on all new 
production we will substitute bright 
zinc platings. As a rule, goods previ- 
ously furnished in chromium and 
nickel plated finishes will be furnished 
in bright zine plated, buffed and lac- 
quered. Goods previously furnished in 
dull chromium and dull nickel plated 
finishes will be furnished bright zinc 
plated, scratch-brushed and lacquered. 
Some few goods, formerly furnished in 
nickel finish which do not lend them- 
selves to the buffing process, will be 
furnished bright zine plated and _ lac- 
quered.” 
+ + . 


Farm products—Tonnage of 
20 early truck crops in 1942 is esti- 
mated at 1,800,000 tons, an increase of 
22 per cent from early 1941. The U. S. 
Department of Agriculture reports that 
farm price movements combined to 
register a l-point increase in the 30 
days ending March 15. With a similar 
rise in the cost of goods bought by 
farms, the ratio of prices received to 
those paid out remains at 99 per cent 
of parity for the second successive 
month. Prices received for dairy prod- 
ucts, eggs and truck crops fell in the 
month ending March 15, but their de- 
cline was offset by rises in prices for 
hogs, cattle, cotton, grain and fruits. 
The current 99 per cent of parity com- 
pares with 83 per cent on March 15, 


last year. 
o . . 


Late industrial news—In the 
week ended March 28, freight carload- 
ings were the largest for any similar 
week since 1930, totaling 804,746 cars, 
or 1.38 per cent over the corresponding 
1941 week. L.C.L. merchandise, com- 
prising largely civilian goods, declined, 
while miscellaneous freight, which in- 
cludes heavy manufactured product:, 
increased, showing the increasing war 
Electrical output in the 
March 28 week gained 12.4 per cent 
over the same 1941 period, though the 


influence. 


increase is gradually narrowing under 


the Government’s insistence upon 


Total 1,589 


+ 36 —5 


$8,080,075 


$5,932,456 


$8,564,329 





Number 
of firms 


States by Regions reporting 


Percent Change 


Feb.’42 
vs. 
Feb.°41 


Feb.’42 
vs 


Jan. "42 


Dollar Sales 


Feb.”42 





New England 76 
Maine 
Vermont and N. H. 
Massachusetts 
Rhode Island 
Connecticut 

Middle Atlantic 
New York 
New Jersey 
Pennsylvania 

East North Central 
Ohio 
Indiana 
Illinois 
Michigan 
Wisconsin 

West North Central 
Minnesota 
Iowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas 

South Atlantic 
Delaware 
Maryland 
Virginia 
West Virginia 
North Carolina 
South Carolina 
Georgia 
Florida 

East South Central 
Kentucky 
Tennessee 
Alabama 
Mississippi 

West South Central 
Arkansas 
Louisiana 
Oklahoma 
Texas 

Mountain 
Montana 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 
Nevada 

Pacific 
Washington 
Oregon 
California 


Total 
Chicago 22 
Los Angeles 29 
Portland 13 
San Francisco 23 
Seattle 10 


437 
427 
44] 
+31 


+47 
+48 
+40 
+48 
+43 
+47 
+56 
+36 
+31 
+47 
+4] 
+47 
+50 


+36 


—15 
—22 

- 6 
—17 


" 
—15 


| 
| 
—_ 
— 
= 


lL 11+] 
NCoAaf NUS 


i | 
Conon 


a" 


+ 
+14 
me 
ol 


524,837 

39,794 
129,445 
261,633 


879,244 
96,175 
50,366 

732,703 

2,110,288 

781,189 

215,967 

539,219 

204,639 

369,274 

652,746 

114,610 

200,402 

122,196 


79,865 
102,038 


59,719 


74,889 
97,893 
82,440 


42,296 
106,740 
74,960 


795,352 
98,495 
34,286 

130,684 

531,887 

677,265 

148,258 

118,729 


1,845,539 
238,663 
290,815 

1,316,061 


8,080,075 
72,628 
253,430 


39,704 
115,728 





*Note while stores in these states are included in grand total, figures for these 


states are not shown on this chart because of insufficient data. 
cent change. **Withheld to avoid disclosure. 


U. S. Department of Commerce. 


Less than 0.5 per 
Compiled by Bureau of the Census. 
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ORDER NOW! 
ATTACH *1.00 
and MAIL TODAY ! 


caw, Took AND FILE Gi fj WUAL 


From the War Production Board, Bureau of Indus- 
trial Conservation, comes this message by George 
T. Weymouth, Chief of the tadustslal Seltage Sec- 
tion: “TOOLS ARE WEAPONS. CONSERVE 
THEM. USE THEM PROPERLY TO AVOID 
BREAKAGE AND THE WASTE OF CRITICAL 
MATERIALS NEEDED TO WIN THIS WAR.” 





rT 1 1942. . Will urge tool users 


to get this 


FREE DISSTON 
TOOL MANUAL 


From Hardware 
Dealers 


48 Pages, 200 Illustrations 


In keeping with the national war time effort to 
save essential materials and tools, Disston has insti- 
tuted a nationwide Conservation Control Plan. 
Part of the Plan is the free distribution of the Disston 
Saw, Tooland File Manual through hardware dealers. 


To bring tool users into your store for a free copy 
of the Manual, Disston is featuring this book in a 
far-reaching advertising campaign in THE SATUR- 
DAY EVENING POST and leading homecraft 
magazines. Every advertisement will urge the reader 
to go to his hardware dealer for a free copy of the 
Disston Saw, Tool and File Manual. 


‘this valuable 48-page book is packed with expert 
instruction and advice. Your customers will keep 
and wse this Manual—not only as a working refer- 
ence, but also as a buying guide. 





Here is an unusual opportunity for you to cooperate 
actively in an important national Conservation 
Plan—to increase the present customer traffic in 
your store—and to plant the seeds of future 
tool sales. 


To be sure you have an adequate supply of 
the Disston Saw, Tool and File Manual 
for your customers — and to allow time 
for making your imprint—attach $1.00 
to the coupon and MAIL TODAY! 


HENRY DISSTON & SONS, Inc., 454 Tacony, Philadelphia, Pa., U.S.A. 


a ES Se A es 


DISSTON Conservation Kit Ords 






Henry Disston & Sons, Inc., 
454 Tacony, Philadelphia, Pa., 


Street 
a 


Attn 


Please enter our order for . 
Conservation Kits ($1.00 in currency or check enclosed for 
each Kit ordered). Kit consists of Display Card and 100 
copies of the Disston Saw, Tool and File Manual, imprinted 
with our name and address as follows: (three lines only). 


OL 


Orders will be handled in sequence received 


U.S.A. 


a aininiale ki (only) Disston 


Ship prepaid to the following address: 












Shipments start about May 15, 1942) 
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Collection percentages are obtained by dividing the collections on accounts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 


group of firms. 


power economy. Heavy engineering 
construction awards for the first three 
months of 1942 increased 37 per cent 
over the corresponding 1941 quarter. 
However, reflecting the curtailment of 
civilian building, private awards dur- 
ing the recent quarter declined 51 per 
cent from a year ago. 

* ~ . 

Steel production—Steel ingot 
production, last week, according to 
The Iron Age of April 9, squeezed out 
another all-time tonnage tecuid, with 
operations gaining a half point to 99 
per cent of capacity. The week’s gain 
was due to minor advances in several 
areas, with only one district, Cleveland, 


showing a decline. Many steel com- 
panies reported March shipments in- 
cluded 96 to 97 per cent priority rated 
business and believe that 99 to 100 
per cent of April business will be rated 
tonnage. 
* * * 

Retail price ceilings — Al- 
though O.P.A. long since had started 
controls upon manufacturers’ and 


wholesalers’ prices—only in autos, 
tires and (in spots) gasoline, had the 
retailers’ prices been previously regu- 
lated. Now, however, a flood of new 
controls has set maximum retail sched- 
ules for new heating and cooking stoves, 


for new mechanical refrigerators, and 


Novel Moveable Steel Goods Rack 


T HE Holstron Hardware Co., of 
Bristol, Tenn. (population 12,- 
500), finds that a movable steel 
goods rack for the retail hardware 
store has many advantages. At cer- 
tain times of the year this display is 
located in a very prominent place in 
the store, while at other seasons it is 
relegated to relative unimportant 
space at the rear of the store. A 
movable fixture enables the mer- 
chant to make better use of the 
space in the store and at the same 
time not neglect any sales oppor- 
tunities on this line. 

The steel goods rack shown in this 
article was built by A. J. Baker, 
manager, in spare time. Total cost 
of material was around $8.00. The 
fixture is 12 ft. long, 4 ft. wide, and 
7 ft. high. It is supported by six 
casters attached to the base. More 
than 52 different items can be dis- 
played on the rack, which is painted 
a dark green. Customers appreciate 
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the display because it gives them 
every opportunity to handle the 





vacuum cleaners, for new typewriters, 
radio sets and phonographs, and for 
the wide field of electrical home appli- 
ances. 
* e > 

Buying what we may—While 
the “statistics” are moderating, and re- 
veal the people’s drift toward modera- 
tion in their buying, there are still 
substantial “dollar” gains in all the 
reports most recently issued. Sales of 
department stores in the week ended 
March 28 were 26 per cent over those 
in the corresponding week of last year, 
—as computed by the Federal Reserve 
System. In the preceding week, and 
for the latest four weeks, a similar 
year-to-year gain was achieved. March 
mail-order sales reports include a “dol- 
lar” gain by Ward’s of 25.56 per cent 
over a year ago, while Sears’ increase 
was 14.5 per cent. 


* * > 


Phileo sales—Gross sales of 
all products made by Philco Corp., 
Philadelphia, Pa. in 1941 totaled 
$77,073,636, as compared with $52,311,- 
131, in 1940. 





PRICE CEILINGS, 
ORDERS 


Although some comments on price 
ceilings and freezing orders appears 
in these “How's The Hardware Busi- 
ness?” pages more complete data 
will be found in our “News of the 
Trade” section on pages 62 to 74 
of this issue. 





merchandise. Items are displayed on 
both sides of the upright piece in the 
center of the fixture. 





The complete stock of steel goods is displayed on this moveable 
fixture. It makes it easy for the customers to serve themseives. 
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A. Statement of Facts 


to COLEMAN DEALERS 


HERE IS A FRANK ANSWER TO YOUR QUESTION: 


“Will We Be Able To Get Coleman Appliances 
in 1942?” 


ys. you can get Coleman appliances 


from your jobber! He regularly receives 
an equitable allotment of ouravailableColeman 
merchandise. Place your orders, therefore, 
with your Coleman jobber. 


This doesn’t mean, however, that you 
will ALWAYS get ALL of the Coleman mer- 
chandise you want or order. Production for 
even essential civilian needs is limited by the 
scarcity of raw materials that go into Coleman 
appliances. Do not blame our Government 
for these shortages—place the blame squarely 
where it belongs—on the enemies of our 
country who started this war and whom we 
must now defeat! 


Coleman products are widely used by 
naval and military-units, by defense housing 
agencies, and in vital Seteaes housing 
pane These military and defense needs 

ave first call on your jobber’s stock and he 
is frequently called upon to help supply these 
needs. This still further limits the quantity for 
regular“over-the-counter’ retail sales by dealers. 


Since these Coleman products are being 
used for our country’s protection, we are 
sure that you would have it no other way. 
Any manufacturer’s first duty is to contribute 
to our country’s needs. Coleman does this by: 


First, making the maximum amount 
of war equipment and munitions that 
can be produced from that part of our 
machinery adaptable for this purpose. 


Second, by supplying regular Coleman 
products for military purposes. 


But we are not losing sight of our obli- 
—_ to good Coleman jobber and dealer 
riends. We fully recognize that it is your 
loyalty, cooperation and support of Coleman 
products that has made the Coleman Company 


the outstanding company of its kind in the 
world ae In return for the many years of 
fine friendship and loyalty— 


We Give You This Pledge: 


1 —that we will continue to make for 
your retail sale, all Coleman merchan- 
dise possible from raw materials obtained, 
after the needs of our country have first 
been served. 


2 —that we will make every effort to see 
that you get a fair share of the Cole- 
man merchandise available — plus every 
possible help toward a constructive repair 
and service program on old appliances to 


~“Keep ’em Working.” 


3 —that Coleman products will maintain 
their usual high quality of construction 
and performance, regardless of substitu- 
tions made because of material shortages. 


4 —that we will continue national adver- 
tising and the help of Coleman men 
in the field to maintain the confidence of 
your Coleman retail customers and create 
a continuance of public demand. 


5 —that we will continue to improve 
Coleman products and engineer new 
ones so that when the present emergency 
is over and we are again privileged to pro- 
duce civilian goods to full capacity, the 
Coleman line will still be your PROFIT 
line, as well as “The Best of Its Kind.” 


With this pledge on our part, and with 
cooperation, patience, and understanding on 
yours, we will weather this storm together 
and in the days of peace to come, will both 
be the stronger for it. 


The Coleman lamp and Stove Company 


WICHITA CHICAGO 


PHILADELPHIA 


LOS ANGELES 
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IRON, STEEL AND ZINC CURTAILED 
IN KITCHEN ITEMS—HOUSEWARES 


Iron and steel cut 10 per cent in cooking utensils; 30 per 
cent in kitchenware and essential household articles; zinc, 
50 per cent, and 50 per cent iron, steel and zinc cut in 
non-essential household and other miscellaneous articles. 


The effects of the war were 
felt in the American home when 
WPB curtailed the use pf iron, 
steel and zinc 
ture of a long list of kitchen 
household, and miscellaneous ar- 
ticles, The order, L-30, which 
has already been put into effect, 
divides such equipment into three 
groups. During April, May, and 
June, the use of iron and zinc is 
reduced by various amounts in 
accordance with the utility of the 


product and also with a view to| 


the possibility of substituting a 
less critical material 
glass, wood, or earthenware. 

The three groups and the re- 
ductions in the use of metals in 
each during April, May and 
June are as follows: 

Group 1: cooking utensils: re- 
duction, iron and steel, 10 per 
cent. This group includes kitchen 
utensils used primarily in the 
preparation, cooking, and storage 
of foods for household, institu- 
tional, and commercial uses. Ex- 
ceptions are those items listed in 
Groups 2 and 3 below. 

Group 2: kitchenware and es- 
sential household articles: reduc- 
tion of iron and steel, 30 per 
cent; of zinc, 50 per cent. Items 
in this group are (whether man- 
ufactured for household or for 
any other purpose) : wash basins; 
dish pans, rinsing pans; wash 
boilers; ash cans; garbage cans 
and pails (including  step-on 
cans): wringer buckets; clothes 
wringers; pails (except 
pails); commodes; chambers and 
chamber covers; combinets; 
bread boxes, funnels; liquid mea- 


sures; galvanized and other port- | 
in 1941, 


able tubs; wash boards; ironing 
boards; carpet sweepers; dust 
pans; refrigerator pans, and all 
kitchen tools, including (but not 
limited to) can openers; jar open- 
ers; bottle openers; beaters; ice 
cream dippers or scoops; corers, 
and mashers. 
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in the manufac- | 


such as} 


| refrigerators 


dairy | 


Group 3: non-essential house- 
hold and other miscellaneous ar- 
ticles: reduction of iron, steel and 
zinc, 50 per cent. This list in- 
cludes the following (whether 
manufactured for household or 
for any other purpose) : all closet 
accessories, including but not 
limited to coat and garment hang- 
ers and hooks, tie racks, and 
boot and shoetrees; all articles of 
fireplace equipment except fire 
screens; towel bars and racks; 
toothbrush holders, soap dishes; 
soap savers; toilet and other pa- 
per holders, pot chains; fly swat- 
| ters; sink drainers; dish drain- 
ers; cuspidors; vegetable bins; 
curtain rods and fixtures ; clothes- 
pins; candlesticks; carpet beat- 
ers; pot cover holders; picnic 








stoves; camp grids; cup frames, 
| and cake coolers. 

| Nothing in this order limits the 
|manufacture or production of 
| electrical appliances, cutlery, and 
| silver-plated hollow-ware. 

The Consumers’ Durable Goods 
| Branch said that despite the or- 
der and previous WPB metal re- 
strictions, the available supplies 
of household articles, plus pro- 
duction which will be allowed un- 
der L-30, will be sufficient for e - 


sential requirements of the na- | 


|tion. The Branch urged that 








of non-critical materials, particu- | 


| larly of glass, wood, and earthen- 
|ware, be substituted for items 
| made of critical materials. 


DEALERS MAY SELL 


(Washington Bureau 
of HARDWARE AGE) 

Dealers may sell at retail their 
entire stocks of domestic electric 
under a_ recent 
amendment to the refrigerator 
“freeze” order issued by the War 
Production Board. The original 
order (L-5-b) permitted a dealer 
to sell from stock on hand or in 
transit up to 100 new domestic 
refrigerators or 1/12th of the 
number of refrigerators he sold 
whichever figure was 
larger. 

Now amendment, No. 2, per- 
mits such a dealer to sell at re- 
tail his entire stock of electric 
refrigerators, as of Feb. 14, 1942, 
without regard to the former re- 
striction. However, the restric- 


_ ENTIRE REFRIGERATOR 
STOCKS AT RETAIL 


tion still applies to gas and kero- 
sene refrigerators, because of a 
shortage of such refrigerators, ex- 
cept that a dealer may now sell 
them back to a distributor or a 
manufacturer. 

The WPB Refrigerator Section 
| estimates that the amendment 
| will release approximately 75,000 
refrigerators from frozen stocks, 
or about 1/10th of the total num- 
ber of refrigerators which will be 
accumulated in stocks before the 
| production of refrigerators is dis- 
continued on April 30. This par- 
tial unfreezing is expected to 
make refrigerators available to 
persons who placed orders before 
the freezing order was i-sued but 
who have been unable to receive 
deliveries. Figures which have 








been tabulated indicate that 
enough refrigerators will remain 
frozen to supply essential needs 
and provide an adequate reserve. 

The new order also makes 
available new refrigerators for 
the Panama Canal and for de- 
fense housing projects to which 
a preference rating of A-10 or 
higher has been assigned, pro- 
vided that a written order or con 
tract for such refrigerators was 
placed before the original freez- 
ing order was issued. 

The amendment permits a dis- 
tributor to sell back any of his 
refrigerators to a manufacturer. 
A distributor may also fill from 
his frozen stock of electric re- 
frigerators orders having a pref. 
erence rating of A-10 or higher. 
or (if he is also a retailer) may 
sell at retail that proportion of 
the electric refrigerators on hand 
on Feb. 14, 1942, which his retail 
sales bore to his total sales in 
1941. A factory branch or sub- 
sidiary of a manufacturer which 


wherever possible articles made | performs the function of a dis- 


tributor is accorded the same 
privileges. 

Finally, the amendment helps 
to clear up many questions which 
have arisen concerning the mean- 
ing of a “retail sale.” This has 
now been defined as a sale of 
not more than three refrigerators 
to an ultimate consumer other 
than an apartment owner, build- 
er, institution, governmental 
agency or employee of the seller. 


HERCULES POWDER CO. 
OFFICERS REELECTED 


Directors of the Hercules Pow- 
der Co., Wilmington, Dela., at 
their annual organization meet- 
ing reelected all officers of the 
company as follows: Russell H. 
Dunham, chairman of the board: 
Charles A. Higgins, president: 
Leavitt N. Bent, Charles A. Bige- 
low, Petrus W. Meyeringh, An- 
son B. Nixon, and Gould G. 
Rheuby, vice-presidents; Ravy- 
mond N. McAdams, secretary: 
and E. B. Morrow, treasurer. 

The board of directors also re- 
elected the members of the execu 
tive committee: Messrs. Higgins. 
chairman, Bent, Bigelow, Meyer- 
ingh, Morrow, and Nixon; and 
the members of the finance com 
mittee, Messrs. Dunham, chair 
man, Higgins, Hoopes, Morrow. 
Norman, and Rheuby. 
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CURB BICYCLE SALES TO ADULTS: 
WAR WORKERS GET PREFERENCE 


WPB order freezes all deliveries and 
transfers of new models effective April 
3. Bicycles paid for but not deliv- 
ered before issuance of order affected. 


Moving to halt the sale of 
bicycles to persons who do not 
need them and to preserve exist- 
ing stocks for the requirements 
of war workers, the War Pro- 
duction Board froze the sale, 
shipment, delivery or transfer of 


all new adult bicycles, effective, | 


April 3. So far as the ultimate 


WPB said that the stocks 
frozen and the future production 
of bicycles, including the stand- 


now 


| ardized war-time model on which 


| 
| 


consumer is concerned the order | 
| more are available.” 


was interpreted to mean that even 
if a bicycle were ordered and 
paid for prior to the issuance of 
the order, it could not be re- 
leased from a store to retail cus- 
tomers. 

M. D. Moore, section chief of 
the durable goods branch of 


the industry has started manu- 
facture, “will be made available 
on the basis of essential needs, 
with defense workers getting 
first call, essential civilian needs 
second and then any one else, if 


“The order was issued,” he 
continued, “because of the ter- 
rific rate at which bicycles have 
been going to people who don’t 
need them, with too few going 
to people, like defense workers, 
who have to have them now or 


{ 


| soon will need them.” 

| Mr. Moore defined “new adult 
| bicycles” as those with a frame 
| measurement from the center of 
the crank to the top of the sad- 


| dle staff post of more than 19 | 


Pacific Coast jobbers last June 
imposed a charge of 80c. per 100 
lb. for additional shipping costs 


| on a list of plates, sheets, and 


| strip. In 


lin. and which never have been | 


used by an ultimate consumer. 

The freeze regulation applies 
to all bicycles except thoze ac- 
tually in transit at the time the 
order goes into effect. 
transit may be delivered to their 
ultimate destination and be fro- 
zen there unless the destination 
is an ultimate consumer. 


said, “no bicycle may leave a fac- 
tory, a jobber, a wholesaler, or a 





the order.” 


OPA ALLOWS 20% MARK UP 
ON MERCHANT WIRE PRODUCTS 


Bureau 
AGE) 


( Washington 
of HARDWARE 
Affecting 25,000 jobbers and 
dealers, sellers of merchant wire 
products were allowed at least a 
20 per cent selling mark-up over 
the mill carload delivered price 
by Amendment No. 2 to Revised 
Price Schedule No. 49, covering 
warehouses. The amendment 
adopted of April 2, is, according 
to Acting Price 
John E. Hamm, designed to 
facilitate jobber operations, and 
carried several major changes in 
the schedule. 


Administrator | 





time which are not now gen- 
erally available. 
The amendment also estab- 


lishes new freight allowances for 
heavy steel sold on the Pacific 
Coast to reflect withdrawal of 
intercoastal steamers for war use 
and resultant higher costs for all- 
rail shipments from the East. 
Simplification of regulations 
covering the keeping of records, 
filing of appeals and the defini- 
tion of “mixed carload” and a 
simplified procedure for filing a 
petition for exception under the 
price schedule also are provided 


The increased mark-up allowed | for by the amendment. 


on merchant wire products, such 
as screen wire, poultry wire, 
barbed wire and fence was al- 
lowed because OPA said it found 
that in a number of cases the 
April 16, 1941, price at which the 
resale level formerly was fixed, 
was no longer a fair price since 
it had been based on competitive 
mill discounts available at the 
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A summary of principal points 
follows: 

1. A jobber, in determining 
the selling price for merchant 
wire, may use the higher of two 
figures: (a) selling prices on 
April 16, 1941, as established in 
the schedule, or (b) 20 per cent 
above the mill carload price to 
him. 


Because the April “6 pricts 
very often reflected mill dis- 
counts which have since been 
withdrawn, OPA said the present 
amendment was necessary to pre- 
vent sales at prices so low as to 
result in a general loss to many 
jobbers. 

The 20 per cent mark-up is the 
approximate figure upon which 
several applications for relief 
have been based and on which 
OPA has acted in granting relief 
in some individual cases. OPA 
said it would make further 
studies but that “the 20 per cent 
markup represents, rather than a 
ceiling, a floor beneath which 
April 16 prices need not fall.” 

2. The Pacific Coast provisions 
of the schedule have been amend- 
ed to reflect changes in ocean 
shipping and more complete in- 
formation on all-rail shipments 
from the East since the price 
schedule - was adopted last De- 





cember. 


“Under the order,” Mr. Moore | 


Those in | 


retailer’s place of business after | 
April 3. That will be true even | 
if a bicycle were ordered and | 
paid for prior to the issuance of | 


adopting the price 
schedule in December, OPA cut 
the charge of 35 cents per 100 
lb. Today’s amendment elimi- 
nates this average allowance and 
substitutes the following list of 
maximum freight allowances on 
specified products. 


PLUMBING FIXTURE 
PRICES PUT UNDER 
PRICE SCHEDULE 
Anticipating speculative price 
increases because of a forthcom 
ing WPB order curtailing their 
production, prices of some types 
of plumbing were frozen as of 
March 30, 1942, by OPA on April 
4 when it issued Temporary Maxi- 
mum Price Regulation No. 17. 
The schedule became effective 
April 7 and will continue in 
force through June 5, 1942. Af- 
fected by the order are “plumb- 
ing fixtures of all types, kinds, 
sizes, shapes and colors, whether 


made of vitreous china, porcelain, 





enameled cast iron or formed 
metal, and their accessories.” 

Announced by Acting Price 
Administrator John E. Hamm, 
the regulation stipulates that 
maximum prices, during — the 
period set, shall be such that the 
cost to the purchaser is not in 
excess of what it was or would 
have been to such purchaser on 
March 30, 1942, on the basis of 
the prices, trade, quantity and 
cash discounts, charges, deposits, 
and allowances, whether pub- 
lished or unpublished, then list- 
ed or quoted by the seller, and 
on the basis of the freight and 
delivery practices recognized by 
the seller on that date for like 
transactions. 


OLIVER BROS. MOVES 
CHICAGO OFFICE 


Oliver Brothers, Inc., 421 Canal 
St., New York City, purchasing 
agents, have announced the re- 
moval of its Chicago, IIl., office to 
new and larger quarters at 327 
S. La Salle St. The office was 
formerly located at 59 E. Van 
Buren St. Charles O’Mera con- 
tinues as manager. 
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JOBBERS’--DEALERS’ 


SUPPLIES LIMITED 


New order, L-63, affects 19 kinds of supplies includ- 


ing hardware and allied 


Supersedes M-67 


lines. 


covering plumbing, heating, and electrical supplies. 


Firms with inventories at cost under $20,000 and 


under $10,000 for any one of the supplies are exempt. 


Inventories of 19 kinds of sup- 
plies, whether in the hands of 
wholesalers, distributors, jobbers, 
dealers, retailers, or branch ware- 
houses are strictly limited by Sup- 
pliers’ Inventory Limitation Or- 
der L-63. Wholesalers and deal- 
ers affected by the order who are 
located in the eastern and cen- 
tral time zones are required to 
limit their inventories to twice 
the dollar value of sales of the 
specified types of supplies which 
they shipped from stock in the 
second preceding calendar 
month. Suppliers located in other 
time zones may have inventories 
equal to three times the corre- 
sponding amount. Shipments 
made directly from producers to 
customers in which the distribu- 
tor acts only as an agent may 
not be included as a basis for 
calculating permissible inventory. 

Suppliers whose total inven- 
tory at cost is less than $20,000, 
and less than $10,000 for any one 
of the listed types of supplies, 
are exempt from the terms of 
the order. Special provision is 
also made for inventories of sea- 
sonal supplies. 

This new order supersedes 
Suppliers’ Order M-67, covering 
plumbing, heating and electrical 
supplies, which is revoked. 

The types of supplies covered 
by Order L-63 are as follows: 


Automotive 

Aviation 

Builders 
Construction 

Dairy 

Electrical 

Farm 

Foundry 

Grain Elevator 
Hardware 

Health 

Industrial 

Plumbing and Heating 
Railroad 
Refrigeration 
Restaurant 

Textile Mill 
Transmission 
Welding and Cutting 


Suppliers affected by the order 
are required to keep records of 
their inventory and sales on Form 
PD-336, and to keep this form in 
their files for at least two years. 
Separate records must be kept 
for each type of supplies handled 
by the distributor or dealer. 

Inventories of material frozen 
by the “L” or other orders should 
be included in the inventory rec- 
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ords. The provisions of L-63 do 
not relieve suppliers from respon- 
sibility of compliance with any 


other applicable order or orders. 


Suppliers affected by the new 


order whose inventories on hand 


at the time the order was issued | 


exceed the permissible maximum, 
must not receive any deliveries of 
such supplies until the inven- 
tories are reduced below the 
maximum. However, when inven- 
tories are below maximum, sup- 
pliers may receive deliveries of 
minimum commercially _procur- 
able quantities, even though such 
deliveries would raise their in- 
ventories above the maximum. 

















FRED M. HUGGINS 


Who has announced his re- 
tirement from active service 
with the Lalance & Grosjean 
Mfg. Co. Mr. Huggins has been 
associated with that company 
for about 50 years and is a 
former president of the Old 
Guard Southern Hardware Sales- 
men’s Association. Mr. and 
Mrs. Huggins will make their 
home at 37 Cordova St., St. 
Augustine, Fla. 


FREEZE RESALE PRICES 
ON 44 APPLIANCES 


Temporary schedule affects small appliances rated 


with electrical capacity up to 2,500 watts, or powered 


by electrical vibrator or fractional horsepower 


motor. 


Retail prices of 44 common 
electrical household appliances, 
ranging from curling irons to 
toasters, were ordered frozen on 
April 3 by the Office of Price Ad- 
ministration at levels no higher 
than those in effect on March 30. 

The temporary maximum price 
order applies also to wholesalers 
and manufacturers and became 
effective April 7, Acting Admin- 
istrator John E. Hamm _ an- 
nounced. 

The temporary ceiling will ap- 
ply until June 5 unless super- 
seded earlier by a permanent 
schedule of maximum prices. 

In this connection, Mr. Hamm 
pointed out, many manufacturers 
who publish price lists have al- 
ready revised their schedules to 
eliminate pyramiding of the 
manufacturers’ excise tax so as 
not to pass on to the consumer 
more than the actual tax paid by 
the manufacturer. Under the 
order, all manufacturers must 
eliminate pyramiding from their 
price schedules. 





Schedule to remain in affect until June 5. 


The order applies to the fol- 
lowing electrical appliances with 
a rated electrical capacity up to 
2500 watts, or powered by an 
electrical vibrator or electrical 
fractional horsepower motor, and 
their parts and accessories: 
Biscuit and Muffin Bakers 


Bottle Warmers 
Bread Toasters 





Broilers 

Casseroles 

Chafing Dishes 
Cigar, Cigarette Lighters 
Clothes Dryers 

Coffee Makers 

Corn Poppers 

Curling Irons 

Deep Fat Fryers 
Double Boilers 

Dry Shavers 

Egg Cookers 

Fan Type Heaters 
Fans 

Flat Irons 

Food and Plate Warmers 
Food Mixers 

Griddles 

Hair Clippers 

Hair Dryers 
Hotplates and Disc Stoves 
Immersion Heaters 
Juice Extractors 
Massage Vibrators 
Neckwear and Trouser Pressers 
Ovens 

Pads and Blankets 
Percolators 

Portable Air Heaters 
Roasters 

Sandwich Toasters 
Smoothing Irons 
Table Stoves 

Tea Kettles 

Tea Tables 

Unit Radiator Heaters 
Urns 

Vaporizers 

Waffle Irons 

Water Heaters 
Whippers 


HORROCKS-IBBOTSON 
MAKES EXECUTIVE 
CHANGES 


Edward D. Ibbotson, has be- 
come chairman of the board of 
directors of the Horrocks-Ibbot- 
son Co., fishing tackle manufac- 
turer of Utica, N. Y. Richard H. 
Balch has been elected president 
and Myron T. Ibbotson, vice- 
president. Other officers are: M. 
C. Robinson, vice-president; W. 
N. Macartney, treasurer; George 
W. Richter, secretary, and G. K. 
Burnap, comptroller. 

Mr. Balch, the new president, 
is the grandson of the late H. J. 
Horrocks, who for many years 
was president. Mr. Balch repre- 
sents the third generation of the 
family to be president. 

Myron T. Ibbotson, the new 
vice-president, is the son of Ed- 
ward D. Ibbotson. He _ was 
formerly associated with J. B. 
Dick, western sales manager of 
the company, for six months in 
the Southern California territory. 





Vacuum Cleaners Go 


Out of Production 


Production of vacuum cleaners 
must be discontinued after April 
30, the War Production Board 
ruled in a move to concentrate 
the industry’s facilities 100 per 
cent on war work. During this 
month the industry will onerate 
at the same rate of curtailment 
as during January, February, and 
March. 

The industry thus now joins 
others in the consumers’ durable 





goods field whose facilities are 
being converted to war work. 
Eighteen companies, with factory 
employment of approximately 12,- 
000 workers, will be affected by 
the shut-down order, Supple- 
mentary General Limitation Or- 
der L-18-b. Approximately one- 
fourth of the industry has al- 
ready been converted 100 per cent 
and all companies are now in pro- 
duction of war supplies. 
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Materials Curtailment 


Will Halt Production $$. = 


_ Of Small Appliances i anelle 


The War Production Board has 
ordered manufacturers of small 
electrical appliances to discon- 
tinue the use of certain critical 
materials in the manufacture of 
a long list of electrical appli- 
ances commonly found in Ameri- 
can homes. Between now and 
May 31, those manufacturers, 
some 200 concerns that normally 
produced approximately $60,000,- 
000 worth of appliances annually, 
may produce appliances at a rate 
of approximately one and a half 
times their rate of production in 
1941, though without the use of 
critical materials prohibited by 
the order. After May 31 they 
must halt production of all ap- 
pliances except to fill orders or 
contracts bearing preference rat- 
ings higher than A-2. The pro- 
duction of replacement parts is 
now affected. 

The order, L-65, affects such 
household appliances as electric 
toasters, waffle irons, flat irons, 
roasters, grills, table stoves, port- 
able heaters, food mixers, juice 
extractors, percolators, dishwash- 
ing equipment, dry shavers, cigar 
and cigarette lighters and heat- 
ing units for new electric ranges, 
water heaters, and radiating heat- 
ers. Attached to the order is a 
list of 50 varieties of appliances 
covered by the order, but it is 
explained that this list is not in- 
tended to be exhaustive, since all 
appliances coming within the 
definitions contained in the order 
are affected. 

_ Electrical cones are de- 


fined in the order as meaning | 
“any domestic or commercial ap- 
pliances which have as functional | 
parts electric heating elements of 
a total rated wattage of not more 
than 2500 watts, or powered by 
an electrical vibrator or electrical 
fractional horsepower motor.” 
The order also applies to heating 
units of any wattage to be in- 
corporated in electrical appli- | 
ances or in any new dome tic | 
electric range. It does not ap- 
ply to heating units already in| 
use. 
The order specifically states | 
that it does not apply to the | 
following: laundry equipment, | 
vacuum cleaners, refrigerating | 
and air conditioning equipment; | 
commercial dishwashing equip: | 
ment, fans and electric heating 








pads; record-players; oil fur- 
naces, vending and gaming ma- 
chines, and other electrical items 
not customarily classified as do- 
mestic or commercial electrical | 
appliances. For the most part | 
these items are covered by orders | 
previously issued or by order | 
about to be issued. 

The prohibition on materials is 
as follows: Effective immediately, 
no manufacturer may put into 
process any pig tin; or any alloy | 
cteel, copper or copper base al- 
loy, or aluminum that was not 
processed beyond the first stage 
when the order was issued. Ef- 
fective, Wednesday, April 1, the 
use of nickel for nickel plating | 
was banned. 





Wialew F semua Sides 


Limited To A-10 Ratings; 


Residence Windows Banned 


(Washington Bureau 
of HARDWARE AGE) 
Metal sashes, casements, and 
other frameworks designed for 
window installations may not be 
sold by distributers except on or- 
ders bearing a rating of A-10 or 
higher, according to Limitation 
Order L-77 issued by WPB on 
March 25. Residential type win- 
dows may no longer be manufac- 
tured. Only solid section win- 
dows of inductrial type are to be 
manufactured in the future. 
During 1941 approximately 





tirely steel, were used to produce 
an estimated 6,000,000 to 7,000,- 
000 windows. The limitation or- 
der is expected to result in a sav- 
ing of from 60,000 to 80,000 tons 
of steel a year. 

Plans are being perfected to 
utilize the curtailed facilities of 
the indu-try to direct war work. 
Some plants have made consider- 
able progress in conversion on 
their own initiative, and about 60 
per cent of current window pro- 
duction is for A-10 or better or- 


150,000 tons of metal, almost en- | ders. 
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helps you meet your 
war-time obligation 
to your customers 
...to give them merch- 
andise of established, — 
long-lasting quality! 


Order from your 
jobber 


MASTER METAL PRODUCTS, 
Buffalo, N. Y. 


321 Chicago St., 
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INTERESTING 
TO SHOOTERS 


Developed by Stevens . . gunstocks of 













modern Tenite offer shooters superior 
service qualities. Tenite is hard, strong, 
durable. It resists scratching and dis- 
figuration, It is weatherproof . . will not 
shrink, swell, split, crack, or check. It 
can be kept looking like new, indefi- 
nitely. Handsome checkering and pan- 


eling are provided at no additional cost. 


Tenite gunstocks interest shooters as 
an example of future progress in the 
design of sporting arms. Such interest 
will help you to make sales of shooting 


accessories that may be available. 


Savage Arms Corporation, Utica, N.Y. 








Increase Nail Production 


To 72,000 Tons Monthly 


(Washington Bureau 
of HARDWARE AGE) 

With lumber replacing steel in 
wartime building construction in- 
creased production of nails has 
been authorized by WPB’s Di- 
vision of Indu:try Operations 
which has asked 26 common nail 
manufacturers to produce 72,000 
tons of nails monthly during 
April, May, June and July. This 
compares with an average month- 


ly production of 55,000 tons in | 


1940 and 65,000 tons last year. 
Nail manufacturers have been 

directed to sell their products 

only on orders carrying prefer- 


buy a portion of the output di- 


ence ratings. Large consumers 


rectly from manufacturers, but 
jobbers still distribute a large 
percentage of total production. 

The action to increase nail pro- 
duction is similar to that recent- 
ly taken by the WPB to increase 
the output of bale ties. With 
many agricultural products such 
as hay and straw dependent on 
material to bundle them, and the 
| great demand for these products 
as well as for waste paper and 
| rags, it was necessary to direct 
|17 bale tie products to step up 
| production to 16,000 tons per 
month for four months. Produc- 
tion of bale ties averaged 7000 
| tons a month during 1941. 





WPB Ends Production 
Of Fluorescent Lighting 


The War Production Board on 
April 2 ordered an immediate 
end to the production of fluores- 
cent lighting fixtures except for 
essential uses, or on contracts ac- 
cepted prior to today, on which 
work had begun. For a period 
of 20 days from the date of the 


| order, manufacturers may also 


produce fixtures and parts from 


materials which are now on hand. 


The order (Limitation Order 


| L-78) is expected to result in the 





saving of 35,000 tons of steel, 


The terms of the order prohibit 
the manufacture or assembly of 
any fluorescent lighting fixture or 
part, notwithstanding existing 
contracts or agreements, except 
on orders bearing a preference 
rating of A-2 or better. 

Manufacturers, however, are 
permitted to assemble parts built 
wholly with materials acquired 
by an A-2 rating, or through any 
rating assigned by the Produc- 
tion Requirements Plan. 

Effective 61 days from date of 











2200 tons of copper, 5200 pounds | order, the sale, delivery, or trans- 
of mercury, small amounts of|fer in any way of fixtures and 
aluminum, zinc, cadmium, and | parts is prohibited except on an 


bdkelite, and release the facili- 
ties of the industry for conversion 
to the production of essential 
war articles. 


order bearing an A-2 or better 
rating, or for parts sold for 
purposes of maintenance and re- 
| pair. 


WPB Cuts Razor 
And Blade Supply 


Curtailment of the production 
of safety razors, straight razors, 
and razor blades was ordered 
March 25 by WPB to save valu- 
able metals. Dry shavers were 
not included in this order, L-72, 
as they will be taken care of in 
another order to be issued soon. 

Under the March 25 order, the 
monthly production of safety 
razors during the next 90 days is 
restricted to 70 per cent of 


| monthly average production in 


1940, when the year’s total was 
about 12,000,000. 

The monthly production of 
blades, both double and single- 
edged, is limited to 100 per cent 
of the monthly average produc- 
tion in 1940. This will make 
available an average of a blade 
per week per shaver. 

The monthly production of 
straight razors is limited to 100 
per cent of the monthly average 
production in 1940. 
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To conserve iron and steel for 
military uses and more important 
civilian requirements, the War 
Production Board has issued an 
order drastically curtailing pro- 
duction during the next three 
months of all types of mowers, 


except those used to harvest | 


crops, and prohibiting their man- 
ufacture entirely after June 30. 

Effective at once, the order di- 
rects ‘manufacturers to cut their 
use of iron and steel in lawn 
mowers, from now to the end of 
June, to one-half of the amount 


Se 


Mower Production Cut; 
Stops Entirely June 30 


| which went into this production 
| during the same period last year, 
|or to three times one-half of the 
| average monthly use during the 
|twelve months from July 1, 1940, 
to June 30, 1941, whichever an 
individual producer may elect. 





It is estimated that about 45,- 
000 tons of iron and steel will be | 


| 
| 
| 
| 
| made available for essential uses | 
leach year as a result of the or- 
dered shut-down, which will also 


free metal-working machinery for 





| war purposes. 


Manila Cordage Quota 


Restrictions Eased 


Effective April 1, WPB’s Di- 
vision of Industry Operations 
adopted Amendment No. 5 to 
Manila fiber cordage, which pro- 
vides that a cordage manufac- 
turer need not include in his 
sales quota defense orders placed 
and ready for delivery prior to 
March 2, 1942, but which could 
not be delivered by that date for 
reasons beyond the control of the 
manufacturer. The amendment 


also permits a cordage processor 
who has no fiber to obtain it 
from anether processor. 
Another section of the amend- 
ment makes provision for sea- 
sonal demand for cordage. Pre- 
viously a cordage user’s monthly 
sales quota was based on his 
average monthly use during the 
previous three months. Because 
of the seasonal nature of the 
business, this worked a hardship. 





Arms Dealers Mast Report Stocks 


On 


Dealers and wholesalers who 
have shotguns, pistols, and rifles 
in stock have been ordered to re- 
port to the Government on their 
inventories of such firearms, 
many of which will be bought by 
the Government through the De- 
fense Supplies Corporation. 
Forms PD-382 and PD-383 have 
been sent to them for this pur- 
pose. 

Sales of firearms have been re- 
stricted by the WPB in Limita- 
tion Order L-60, issued on Feb. 
27, except for sales for State, lo- 
cal, and Federal Government use, 
to Allied Governments, or for 
Lend-Lease purposes. Informa- 
tion on other permitted excep- 
tions should be secured from 
the Governmental Requirements 
Bureau, which is administering 
the order. 

Officials of the Bureau said that 
as soon as the report forms are 
tabulated, steps will be taken to 
unfreeze the stocks which the 


Government does not need. The | 


forms are to be returned to the 
Bureau of the Census, which has 
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Forms PD-382, PD-383 


| undertaken the task of tabulat- 
ing the returns for the WPB. 
Meanwhile, users such as defense 
plants may ask the Governmental 
Requirements Bureau for permis- 
sion to buy arms. 

A letter sent by J. S. Knowl- 
son, Director of Industry Opera- 
tions, to all firearm dealers and 
wholesalers, requires the filling of 
form PD-383, giving complete de- 
tails of inventories of new shot- 
guns, rifles, and pistols, and of 
form PD-382, an affidavit form 
stating whether a dealer is will- 
ing to sell such equipment to 
the Government. 

Mr. Knowlson’s letter warned 
that unless a quantity of firearms 
sufficient to meet the Govern- 
ment’s needs is obtained by this 
offer, the Government may find 
it necessary to requisition inven- 
tories of firearms under Public 
Law 274, 77th Congress. 

For the purposes of the form 
and of the order, a “new gun” 
is one which is still in the hands 
of the dealer, and not sold to or 
in the hands of the ultimate cus- 
) tomer. 











Moto Mowez 


MONEY MAKERS for 
HARDWARE DEALERS 


The 
LAWN-ACE 


18-INCH CUT 


Priced with the lowest 
but of typical MOTO- 
MOWER quality 
throughout. 


$76 


e. ©, 8. 
FACTORY 










19-INCH CUT 


Sturdy and rugged. Malleable 
and steel construction— 
abundant power— 
reasonably priced. 


F 
FACTORY 












ONE OF AMERICA’S 
MOST POPULAR LAWN-MOWERS 


Mescout 


21-INCH CUT 


Designed and built for 
efficient, economical, 
-trouble- free mowing. 





FACTORY 





A QUALITY MOWER— 
MALLEABLE AND STEEL CONSTRUCTION 





Write today for dealer proposition and details on these pop- 
ular lower-priced MOTO-MOWERS. They're quick sellers, 
quick money-makers and have a good reputation for quality 
and efficiency throughout the country. Send for catalog today. 


THE MOTO-MOWER CO. 


4605 WOODWARD AVE. ° DETROIT, MICH. 
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Bans Use of Critical Materials 


In Flashlight Prodaction 


(Washington Bureau 
of HARDWARE AGP) 

The use of most of the critical 
materials in flashlights was pro- 
hibited by the War Production 
Board in Limitation Order L-71. 
From Tuesday, March 31, not one 
pound of aluminum, crude rub- 
ber, chromium or nickel may be 
used in the production of flash- 
light cases or batteries. Tin may 
be used only in solder. Brass and 
copper may be used only in the 
minimum quantities necessary to 
provide electrical contact fittings. 

The restrictions will be extend- 
ed to iron and steel on May 31. 
After that date iron and steel 
may be used only in reflectors, 
contact fittings, battery top seals, 
battery outer jackets, eyelets, riv- 
ets, and end caps or end ferrules. 

Materials permitted under the 
order may not be used in greater 
quantity (by weight) than was 
used during 1940, with provision 
made for manufacturers who have 
used substitute material in flash- 


| lights and batteries since Decem- 
ber 31, 1940. 

The only critical material not 
prohibited or sharply restricted 
by the order is zinc, the coating 
around a battery for which no 
substitute has yet been found. 

During the remainder of this 
month manufacturers are _per- 
mitted to 1/24th of the quantity 
of materials they used in 1940. 

None of the restrictions in the 
order apply to contracts for flash- 
lights for the Army, Navy, Mari- 
time Commission, Panama Canal, 
Coast and Geodetic Survey, Coast 
Guard, Civil Aeronautics Author- 
ity, and Office of Scientific Re- 
search and Development. Nor 
does it apply to flashlight cases 
or batteries made for the anti- 
Axis nations. 

Manufacturers are prohibited 
from accumulating materials in 
excess of the minimum amounts 
they need to maintain the pro- 
duction of flashlight cases and 
batteries permitted under the or- 
der. 





Ice Box Makers Limited 
To 20 Lbs. of Steel Per Unit 


A program to reduce steel con- | manufacturers may add to their 
sumption in the manufacture of | quotas unused balances of quotas 


non-mechanical ice refrigerators 
and at the same time permit out- 
put ‘ef enough units to meet in- 
credsing civilian gemands has 
been announced by the War Pro- 
duction Board. Since production 
of domestic mechanical refrigera- 
tors must be halted April 30, 
civillan demands for household 
refrigeration for the duration of 
the war must be filled largely by 
the manufacturers of non-me- 
chanical refrigerators, referred 
to as the old-fashioned ice box. 

After June 30 manufacturers 
will be prohibited from using 
more than 20 pounds of steel in 
each box produced. The aver- 
age weight of metal per unit is 
85 pounds. “The Pffect of this 
restriction on unit consumption 
will be to compel manufacturers 
to turn to wood or wood base 
cabinets as a substitute for steel. 

With substitution of less criti- 
cal materials, manufacturers may 
make in the year beginning July 
1 approximately 495,000 units, as 
compared with an output of 
about 200,000 units during the 
year ended June 30, 1941, but at 
the same time the cut in use of 
steel will result in reducing con- 


granted earlier, provided a re- 
port is filed with the Consumers’ 
Durable Goods Branch showing 
the amount of steel intended to 





| 
| 





sumption of this vital material | 


from 8250 tons in the base year 
to 4950 tons this year. 
During the next three months. 
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be used. This privilege expires 
June 30. 

In order to check use of steel 
under the 20-pound restriction, 
the order provides that no manu- 
facturer may sell any non-me- 
chanical refrigerator produced 
after June 30 unless he files with 
the branch a bill of material for 
each model produced. 

The original curtailment pro- 
gram for the non-mechanical re- 
frigerator industry, calling for a 
35 per cent cut in steel consump- 
tion, covered the period Sept. 1- 
Dec. 31, 1941. The rate of re- 
duction was increased to 40 per 
cent beginning Jan. 1. 





FATHER’S DAY, JUNE 21 


The National Father’s Day 
Committee, 9 E. 41st St., New 
York City, has announced that 
1942 Father’s Day will be cele. 
brated on June 21. This year the 
official poster will be entitled. 
“Father, Defender of the Home” 
with the caption reading, “Honor 
a Great American—Your Dad- 
Father’s Day—June 21.” A store- 
wide promotion plan, including 
window and store interior dis- 
plays and newspaper and radio 
copy, will be built around this 
theme. Complete information and 
costs available from the Commit 
tees’ offices. 








Sales Clab Contest Winner 


Addresses Chicago Dealers 


One of the featured speakers at 
the regular quarterly meeting, 
March 6, of The Chicago Retail 
Hardware Association held in the 
Merchandise Mart, was Mrs. 
Margaret L. Vollmer of the Ace 
Store, Elgin, Ill. Mrs. Vollmer a 
recent winner in the HARDWARE 
Ace Retail Sales Idea Club’s Con- 
test, spoke on “Women Who Sell 
and What Women Buy.” 

Other speakers at the meeting 
were Robert Kozelka of the 
Kozelka Hdwe. Co., 2515 W. 
26th St., Chicago, who discussed 
“What a Clerk Must Know about 
Cleaning Materials,” and Mr. 
Gene Murray, merchandising man 
of the Wakeford Hdwe., 7419 
Cottage Grove Ave., Chicago, who 
discussed merchandising tactics 





both inside the store and in dis- 
play windows. 

J. C. Amis, secretary-treasurer 
of the Association, then invited 
dealers to submit their many 
questions regarding priorities and 
price ceilings, which received im- 
mediate response. 

Following the meeting members 
were invited by Mr. Kozelka, who 
is in charge of the Hardware 
Clerks’ School, to attend the fol- 
low-up meeting at the Wakeford 
Hardware, where clerks were on 
hand to take the dealers through 
the store’s various departments 
and answer all questions. A high- 
light of the visit was the demon- 
stration of William Butler, head 
of the sporting goods’ depart- 
ment, of methods of increasing 
sales of all types. 





HOW TO SELL MORE SPORTING GOODS is demonstrated by William Butler, Wakeford 
Hdwe. Co., Chicago, to members of The Chicago Retail Hardware Association, who visited 
the store following a recent meeting. Lower left photo are (left to right): J. C. Amis, sec- 
retary-treasurer; H. D. Crook, Bryn Mawr Hdwe., chairman of the board; Edward Vondrak, 
Hdwe., vice-president; Walter Switalski, Wallters & Son Hdwe., director; Jack Olewicki, 
Wakeford Hdwe. Co ; Robert Kozelka, Kozelka Hdwe., meeting chairman and Professor of 


the Hardware Clerk School. 


In the photo at right, are a group of the ladies present. 
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Make Up “Profits Lost on 
Hard-to-Get Merchandise” 


Simoniz and Simoniz Kleeners Used 
by More Motorists Than Ever Before! 


Don’t worry about what you can’t get. Concentrate on what you can 
... products like Simoniz and the Simoniz Kleeners. Recognized as 
necessary in preserving automobile finishes. Used more frequently 
by more car owners. Take advantage of this profit opportunity. Go 
“all out” for Simoniz and the Simoniz Kleeners . . . and you'll make 
more money than ever before! 


THE SIMONIZ COMPANY, CHICAGO, U. S.A. 















Beautiful Display to help you feature Simoniz 
and the Simoniz Kleeners. Send for one today! 


TODAY ...MORE THAN EVER 


Endurance is a Most Important Factor 











No one need be told in these times that the security 
of our nation depends on our military and naval 
might. These are days that call for strength and 
endurance . . . cooperation and efficiency to the 
end that the job might be finished quickly. 





THE JACKSON LINE We of Jackson Manufacturing Company have al- 
BARROWS ways taken great pride in the quality of our prod- 
CONCRETE CARTS ucts. Today, we sincerely believe that this effi- 


DRAG SCRAPERS 
MORTAR PANS Bek nia 
MIXING PANS will do their part in quickly winning the war. 


ciency and quality of Jackson Superior Products 


Write for Catalog 42H—It Shows the Complete Jackson Line in Color 


JACKSON MANUFACTURING CO. 


HARRISBURG PENNSYLVANIA 
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PROFITS! PROFITS!! PROFITS!!!) 


UNLIMITED RETURNS | 
Possible: Year After Year 
“FROM RENTALS 
With 


HOLT FLOOR MACHINES 


A PERFECT RENTAL COMBINATION 
FOR HARD CONTINUOUS SERVICE 


Fastest, Cleanest-Operating 
Sander Made 


This new Holt Sander will please the most 

fastidious home owner and contractor alike. 

It is built for fast, hard and continuous ren- 

tal service and features the new exclusive 

~* demountable drum cushion, with over-size 

Senior Whirlwind vacuum, all moving parts equipped with 
8 Sander grease-sealed ball bearings. 





A Master of One Hundred Jobs 


The HORIZONTAL construction eliminates 
the old headaches caused by failure of motor 
and various troubles that owners of the 
UPRIGHT MODEL have experienced. These 
imperfections are absolutely solved by the 
new HORIZONTAL construction. Unques- 
tionably trouble free and foolproof. 





Horizontal Rotary 
Edger EZA 77 


Absolutely Silent Drive 


This polishing machine guarantees you re- 
peat rentals. It is built for trouble-free ser- 
vice and will satisfy the contractor as well 
as the home owner. It will scrub and sand 
as well as polish. Sixty pounds in weight 
gives you an idea of its efficiency. 





Model SCHA-1!2 


BUY NOW WHILE AVAILABLE | 


The Greatest Name in Sanding Machines 
Thousands in Use 
WITH REVOLUTIONARY NEW 
PATENTED INSTANT CHANGE 
SPONGE RUBBER DRUM COVER 








Exclusive Eliminates 
FPatented Old Methods 
Instant Of Costly 
Change Labor 
Sponge and 

Rubber Waiting 
Drum For 

Cover Repairs 











(One of the 158 HOLT Patents and Claims) 


Write For Details How To Change Over 
Your Old Machine 





EASTERN OFFICE WESTERN 
AND SALES FACTORY & SALES 
DIVISION DIVISIONS 
228 JELLIFF AVE., 255 TWELFTH ST., 
NEWARK, WN. J. OAKLAND, CALIF. 
U. BA. U.S.A. 
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| $10,000 Fine and Imprisonment 


Faces Violators of War Orders 


Willful violators of rationing 


| orders and rationing regulations 


issued by the Office of Price Ad- 


| ministration now face direct 


prosecution and severe penalties 
under provisions of the Second 
War Powers Act, 1942, Acting 
Price Administrator John E. 
Hamm warned. The Act, which 
became effective March 28 when 
signed by President Roosevelt, 
provides a maximum penalty of 
$10,000 fine and imprisonment 
for one year for willful violation 
of priority orders of the War 
Production Board or of rationing 
orders or regulations of OPA, 
whether already in effect or is- 
sued in the future. 

Mr. Hamm disclosed that OPA, 








working in close cooperation with 
the Department of Justice, has 
adopted a comprehensive plan of 
action for investigation and crim- 
inal prosecution of those persons 
who flout the rationing rules. 
This plan will be pursued vigor- 
ously, he said, with the object of 
making illicit trafficking in ra- 
tioned articles an expensive busi- 
ness. 

“Dealers who had made misrep- 
resentations to the government of 
facts concerning their supplies 
could be prosecuted for such mis- 
representation under _ existing 
statutes, but the open and no- 
torious violator could be reached 
only by suit to enjoin further vio- 
lations,” Mr. Hamm stated. 


Kerosene Refrigerators Exempt 
From Stop Prodaction Order 


The War Production Board, 
acting to provide for essential 
government requirements, has ex- 
cluded kerosene refrigerators 
from the order halting produc- 
tion of domestic mechanical re- 
frigerators after April 30. 

It is estimated that approxi- 
mately 15,500 of this type of re- 
frigerator, which is adaptable te 
all conditions of use, will be 
needed this year and next for 
essential government purposes. 
Should production be stopped 
April 30, only about 3500 would 
be available to meet these de- 
mands. 

Under an amendment to Order 
L-5-c, specific permission of the 








Director of Industry Operations 
must be obtained in order to con- 
tinue production beginning May 
1, and manufacturers must com- 
ply with minimum specifications 
for the kerosene-type established 
by the Army and other govern- 
ment agencies. 

Production permitted by the 
Director will be designed to 
satisfy only essential require- 
ments, and to set up 4 reserve 
for future needs. Kerosene re- 
frigerators are used widely by 
various government agencies in 
remote areas where power facili- 
ties are not available for other 
mechanical types. 


Output of Plastering Bases, 
Accessories Cat 3712 Per Cent 


(Washington Bureau 
of HARDWARE AGP) 

WPB on March 25 cut the pro- 
duction of all plastering bases 
and accessories by 3744 per cent 
on the average, predicated on to- 
tal metal tonnages used during 
the two years ended December, 
1941. The order covers operations 
of producers for the four-month 
period ended June 30. 

Plastering bases include such 
products as metal lath, metal 
stucco, sheet metal lath, wire 
cloth and fabric. Accessories af- 
fected are corner lath (cornerite) 
base screed, corner bead clips, 
tie wire, metal partition studs, 
floor and track partitions, steel 
plastering shapes and concealed 
picture mold and trim. Chicken 


| wire is not covered by the order, 





but the order covers all supports 
and _ reinforcements made _ in 
whole or in part from metal used 
as bases for the application of 
plastering or stucco construction. 





AUBURN CENTRAL 
CHANGES NAME 


The Auburn Central Mfg. 
Corp., Connersville, Ind., has an- 
nounced change of name to the 
American Central Mfg. Co. The 
company has stated that the 
change was made in keeping with 
certain management policies and 
was approved by stockholders at 
their last annual meeting. No 
changes are contemplated in 
personnel or the general char- 
acter of the business. 


HARDWARE AGE 








cr 


0 





ders 


n with 
e, has 
lan of 
1 crim- 
ersons 
rules. 
vigor- 
ject of 
in ra- 
2 busi- 


nisrep- 
ent of 
pplies 
h mis- 
(isting 
d no- 
ached 


er vio- 


‘der 


ations 
) con- 
May 
com- 
ations 
‘ished 


yvern- 


+ the 
d to 
juire- 
serve 
e re- 
y by 
2s in 
acili- 
other 


J 


ent 


ports 

in 
used 
n of 
tion. 


Mfg. 


} an- 











Norman D. Vea Named 


Ray-O0-Vac Director 





NORMAN D. VEA 


At the annual meeting of the 
Ray-O0-Vac Co., Madison, Wics., | 
the stockholders voted to in- | 
crease the board of directors to | 





ELMER B. OTT 


nine members and the following 
were newly elected to the board: 
Elmer B. Ott, vice-president and 
treasurer; D. W. Tyrrell, vice- 
president; and Norman D. Vea, 
general sales manager. Both 


Messrs. Ott and Tyrrell have 
been connected with Ray-O-Vac 
for a number of years; Mr. Ott 
as vice-president, in charge of 
operations, and Mr. Tyrrell, as 
president of the Blake Mfg. 
Corp., Ray-O-Vac subsidiary for 
flashlight manufacture. Mr. Vea 
came to Ray-O-Vac four years 
ago from a long experience in the 
electrical appliance field. 

Until recently the headquarters 
of the Blake Mfg. Corp. have 
been located at the factory in 
Clinton, Mass. In order to bet- 








D. W. TYRRELL 


erations, Blake headquarters 
have now been moved to Madi- 
son, and President Tyrrell will 
make his headquarters in Madi- 
son from now on, adding to his 
duties with Blake a major part 


As in the past, Ray-O-Vac bat- 
teries will be produced in the 
company’s two factories, the main 
plant at Madison and the Lan- 
caster Carbon Co. (subsidiary) 
plant at Lancaster, Ohio. 





Outboard Motor Production Halted 
Except to Fill Defense Orders 


The War Production Board by 
Limitation Order L-80, has halted 
the production of all outboard 
motors except for defense orders. 
At the same time it froze stocks 
of all outboard motors of 6 hp. 
and over in the hands of manu- 
facturers permitting delivery only 
of those in transit at the close of 


business March 27. 





APRIL 16, 1942 





The freeze order does not ap- 
ply to motors under 6 hp. in the 
hands of manufacturers, nor does 
it apply to motors of any size in 
the hands of distributors or deal- 
ers. 

Repair and replacement parts 
may be made in April and suc- 
ceeding months up to 75 per cent 





of each manufacturer’s average 


| monthly production in 1941. 


of the management of Ray-O-Vac. | 
All flashlight manufacturing will | 
continue at Clinton as heretofore. | 





ter integrate all corporation op- | 








CKinney 
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At Camp Jackson . . . Fort Benning . . . at many 
other camps where Uncle Sam builds soldiers, 
you'll find the buildings equipped with McKinney 
Hardware. Builders everywhere draft McKinney 
because they realize the advantage of McKinney's 
greater durability, adaptability, and ease of 
installation. They realize, too, the advantage of 
equipping buildings with hardware which not 
only meets today’s stringent requirements, but 
adds the plus of good appearance and engineer- 
ing, developed through 75 years of quality 
hardware manufacture. Now is the time to 
talk McKinney and display McKinney . . . to 
build customers for tomorrow. 








| Clark Heads Westinghouse Sales; W 
| Ashbaugh in Charge of Merchandising 


be responsible for coordinating 
all sales of the company and its 
subsidiaries. He will transfer his 
headquarters from Mansfield, 
Ohio, to Pittsburgh, Pa. He is 
also president of the Westing- 
house Electric Supply Co. 

Mr. Ashbaugh was formerly 
manager of manufacturing and 
engineering for Westinghouse and 


B. W. Clark, vice-president in 
charge of the Westinghouse Elec- 
tric & Mfg. Co’s. merchandising 










Complete with 24” Neon tube, 
miniature livestock and pasture 
display, prepaid at your request 

















B. W. CLARK Wi 
5tl 
division, has been appointed vice- no 
president in charge of company ele 
The attention-getting, flashing sales, succeeding Ralph Kelly bo 
Neon sign operates direct from | who resigned to become execu- pa 
Poncer tive vice-president of the Bald- vic 
win Locomotive Works. John H. JOHN H. ASHBAUGH in 
Ashbaugh has been appointed me 
manager of the division with | previous to that had been acting 
headquarters in Mansfield, Ohio. | manager of those activities in the = 
PRECISION Mr. Clark in addition to super- | Westinghouse plants at Mansfield 
WORLD’S LARGEST SELLING vising the sale of apparatus will | and Spriggfield, Mass. P 


ELECTRIC FENCER 


Replaces LOST Profits! 


Production Requirements Plan 
Procedure—Bookkeeping Simplified su 











: we 

Two modifications in the use of | make out a single purchase order. Hi 

preference ratings under the Pro-| This eliminates the necessity pr 

Our Exclusive Franchise and Sales Program duction Requirements Plan have | for making out separate pur- th 
: ‘ : been announced by A. L. Wil- | chase orders for each rating used. 

enables you to cash in on the increasing demand ; egg “ 

; nia ti hg einena yea liams, Chief of the Production | However, the purchase order wi 

for ELECTRIC FENCING. OPM 120% Alloca- Requirements Branch. Both of | must be made out in terms of the ye 

tion assures immediate delivery. Five PARMAK these modifications simplify pro- | specific quantities to which the H 

models meet any competition—$9.95 to $18.65, cedure and reduce the amount of | rating is assigned, and should Si 

fully guaranteed — — approved by Underwriters’ — work — , = be made out with percentage r 

; . . n cases where a rating as- ures. , 

Laboratories. 170,000 now in use. Advertised signed under PRP is subsequent- “When several ratings are used bi 
in national farm papers. Get started now with- ly raised to a higher rating after | on a single purchase order, an 

out risking a penny. Attractive discounts. Ex- appeal to the Production Re- | appropriate change must be made = 
clusive sales franchise. | quirements Branch, the applicant | in the wording of the purchaser’s 

may notify his supplier of the | endorsement. 


higher rating by letter instead of — 


a ee new pur: | —_ GLIDDEN COMPANY 
' TRANSFERS EBERT d 


Another change in the applica- 





Send COUPON Now For 30 Days FREE TRIAL 
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1000 electric he may | pects. 


motors, 
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a DISPLAY OFFER ORDER BLANK @ | tion of PRP preference ratings| The Glidden Co., Cleveland, ' 
© PARKER MCCRORY MEG. CO, | permits a producer to make ost | Ohio, announces the appointment 
a Send me PREPAID your Neon Window Display, complete with one @ | 4 single order covering his re-| of E. J. Ebert to the position of 
@ DeLuxe Field Model Electric Fencer. 1 will put itin my window for jj | quirements for the same mate-| assistant sales manager of the t! 
ry 30 days, after which I will return the equipment Express Collect or | os + sos 

remit $10.85 for the DeLuxe Field Fencer. The display will be mine @ | tial or product, even though he | New England Division, at Boston, 
@ without charge. B | uses two or more different prefer- | Mass. Mr. Ebert will assist R. J. n 
© FIRM NAME B | ence ratings which have been as-| Cushman and will be general 0 
ass eee Oe g | signed to him. Thus, if a pro-| supervisor of the Glidden ware- n 
@ ADORMES ........................--cesercenccnrcerscccccecencccseece g | ducer has been assigned ratings | house and retail store. He will tl 
8 city eee Se oe w | of 25 per cent A-l-a, 25 per cent actively contact both outside and e 
4a a | A-l-j, and 50 per cent A-2, on | territorial customers and pros- 
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Wickwire Spencer to Name 


Collins Executive Vice-President 





CARL I. COLLINS 


E. C. Bowers, president of the 
Wickwire Spencer Steel Co., 500 
5th Ave., New York City, has an- 
nounced that Carl I. Collins, 
elected on March 26 to the 
board of directors of the com- 
pany, will be named executive 
vice-president at the next meet- 
ing of the board. He was for- 
merly manager of operations of 





8. L. BATES 


the Worcester district of the 
American Steel & Wire Co. 

Mr. Bowers has also announced 
the appointment of S. L. Bates 
as Buffalo district sales manager 
to be located in the company’s 
Buffalo offices in the Rand Bldg. 
Mr. Bates has been with the com- 
pany since 1936 and has handled 
the Ohio territory. 


Prominent Hardware Men Appointed 


To Consumers Darable Goods Section 


Appointments in OPA’s Con- 
sumers’ Durable Goods Section 
were announced March 27 by 
Herbert F. Taggert, assistant 
price administrator in charge of 
the General Products Division. 

In the hardware and house- 
wares unit, P. N. Russell, for 13 
years with the American Fork & 
Hoe Co., Cleveland, and Fred B. 
Sinclair, for 18 years with Hib- 
bard, Spencer, Bartlett & Co., 
Chicago, have assumed duties as 
business specialists in hardware 





and mill supplies. James Slattery, | 


now on leave from Montgomery 
Ward & Co., Chicago, who has 
had over 12 years’ experience 


with Macy’s, Wanamaker’s and | 


Bamberger’s in merchandising 


housewares, will give attention to | 


housewares commodities. Verne 
F. Hannon has joined the elec- 
trical appliance unit on assign- 
ment to laundry equipment. He 
was with Barlow & Seelig Manu- 
facturing Co., Ripon, Wis., for 
16 years, 10 as sales manager. 





To Order Repair Supplies 


When ordering repair, maintenance and operating supplies as 
defined in order P-100 on your purchase order to your supplier 
put the followings statement and manually sign it: 

“Material for Maintenance, Repair or Operating Supplies 
—Rating A-10 under Preference Rating Order P-100, with 
the terms of which I am familiar.” 











This constitutes legal use of the rating. 
must be accepted by the supplier in accordance with the terms 
of Priorities Regulation No. 1. If you receive an order for repair, 
maintenance and operating supplies, you may extend the rating in 
the same manner, if necessary to obtain materials going into the 
order. 

Full details of Order P-100 were published in the January 8 
issue of HarpwWarRE AGE on page 29. 
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Any order so rated | 





Tuey're well-known, established, nationally 
advertised, hence preferred. For 20 years, your customers 
have seen Toro mowers doing a beautiful job on cham- 
pionship golf courses and big estates. Now they'll be 
further influenced this spring by Toro ads in American 


Home, House and Garden, House 
Beautiful and Sunset magazines. 
















= 
S, 
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Stock Toro, cash in on its fine 
reputation, benefit from its adver- 
tising campaign, make the sale. 
Write today for our catalog and 
dealer proposition. 






THE HOMELAWN 


Built in 18-inch and 21-inch sizes 
for lawns % acre to 2 acres—quick 
starting 4-cycle engine—strong 
pressed steel construction— makes 
quick, easy work of terraces—does 
a beautiful job of cutting—low 
priced. $83 up F.O.B. Minneapolis. 





THE STARLAWN 


A medium priced mower built 
in 24, 27 and 30-inch sizes for 
lawns 3% to 5% acres— quick 
starting 4-cycle engine—all 
steel construction—easy to 
handle around shrubs, trees, 
. flower beds, etc.—built to give 
Be years of trouble-free service. 
$188 up F.O.B. Minneapolis. 


MANUFACTURING 
CORPORATION 


Mowing Machinery Specialists For Over 20 Years 
MINNEAPOLIS, MINNESOTA 



















The Mohawk Valley Hardware Association at the dinner table. 


New York Dealers Debate Value 
Of Present Distribution Set-Up 


Advertised to the trade as a 
red hot debate on the proposition 
that hardware retailers should 
surrender their independence to 
centralized syndicates set up to 
govern buying and distribution 
of hardware, the March meeting 
of the Mohawk Valley Hardware 
Association at Hotel Martin, 
Utica, N. Y., drew 75 members 
of manufacturing, 
and retailing hardware. 


The viewpoint of retailers was | 


presented by Horace ‘P. Aikman, 
Cazenovia, Herbert 
Canajorahie and James H. Cou- 
den of flion. Spokesmen for the 
wholesalers were C. G. Ralph, 
Burhans & Black, Syracuse; 
H. K. Kimball, Barker, 
and Kimball, Elmira, and Sher- 
rill Sherman, Roberts Hardware, 
Utica. Presiding as moderator, 
with stop watch and fire-bell, was 
toastmaster “Hal” Allen, Clinton. 

All speakers seemed agreed 
that reforms and efficiencies in 
our system of hardware distribu- 
were imperatively needed 
and long overdue, and all were 
perfectly willing point out 


tion 


to 


where the other fellow should re- | 


form. 

Constrained “pull 
punches” in addressing their cus- 
tomers, the jobbing spokesmen 
nevertheless stressed the need of 


to 


dealers to compete in price and | 
in merchandising; to work harder | 


with more brains and energy; 
to concentrate purchasing, to be- 
come sounder financially; to dis- 


count bills and quit using jobbers | 


bankers 


as_ unwilling and as| 
“twelfth of a dozen” conveni- 
ences. Even when placed “in 


position to compete,” the jobbing 
critics pointed out, the dealer at- 
tempted long margins and did not 
faithfully pass on special values 
to the public. 

that 
found to 


Dealers informed 
some method must 


were 
be 


compel them to do a better all | 


around job, that all the excellent 
plans, information and advice car- 
ried by trade associations, trade 
publications, etc., were stymied 


74 


wholesaling | 


Billington, | 


Rose | 


their | 


|by the independent dealer's 
|“*Well, I dunno!” 
The _ retailers’ 
| promptly named the jobber one 
of their worst and most harmful 
forms of competition, through 
jobber-owned stores, through sell- 
ing at wholesale to anyone in 4 
dealer’s town who*could be in- 
duced to buy, and through selling 
to mill supply accounts merchan- 
dise manifestly without the re- 
motest connection with manufac- 
found its way, 
the retailer's 


spokesmen 


| turing and which 
at a discount, to 
}own customers. 

Functions comparable the 
| wholesalers, the dealers pointed 
|out, were performed in syndicate 
set-ups for far less margin than 
ithat exacted by the wholesaler, 
policy, it was 


| whose entire 
claimed, was aimed for the bene- 
fit of the wholesaler and not fo 
| the benefit of the retailer. 

The  wholesaler’s salesman 
came in for some pointed criti- 
cism as being to a great extent an 
| unnecessary tax upon both dealer 
}and ultimate consumer. Salesmen 
| generally came in for a cross-fire 
from both dealers and jebbers, 
whereupon several salesmen in 
|the audience arose and defended 
their craft vigorously. 

One of the jobber speakers re- 
|vealed that his organization 
now perfecting a plan eliminat- 
ing many of the objections named 
by the dealers and carrying to 
dealers substantially better prices 
and other merchandising advan- 
tages. He made it very clear, 
however, that to share in these 
benefits the participating dealer 
would be compelled to surrender 
some of his independence, and to 
submit to a measure of outside 
control and discipline looking to 
greater merchandising efficiency. 
The new plan would be con- 
ducted side by side with the cus- 
tomary jobbing set-up, the dealer 
to elect which plan he preferred. 

Formal and general discussion 
seemed agreed that modernized 
'and competitive merchandising 
|methods are seriously needed in 
| our craft, if it is to compete with 








+ HARDWAREMEN HAVE 
ST. PATRICK’S LUNCH 


| Fifty-six members and guests 
attended the St. Patrick’s Day 
lunch held March 17 by the 
Hardware Trade Association of 
New York at the Railroad Ma 
chinery Club, 30 Church Street. 
New York City. In honor of the 
occasion decorations were grecn 
and beef and cabbage 
was the main course, topped off 
with green ice cream. Beer was 
| served in miniature pails. 

Fred Scholl, Long Island Hard 
ware Co., president of the club. 
welcomed members and guests 
and the program was in charge 
of Roy C. Schmidt, Stanley 
Tools, as chairman of the enter 
tainment committee. A _ vrofes- 
sional entertainer told a numbe: 
of Irish dialect stories and sang 
appropriate songs. 


corned 


and progress against other sys- | 
tems of distribution. That the 
trade senses this is shown, it was 
pointed out, by jobber owned 
dealers, dealer owned jobbers, 
buying groups, the former Win- 
chester plan and the outright op- | 
eration of retail stores by a mid- 
west jobber under a newly per- 
fected system. 


Farm Tractors Mast Return 
To Steel Wheels If Possible 


tional rubber situation. The Re- 
vised Tire Rationing Regulations 
already provide that no tires are 
| to be released for converting a 


Farm tractors which were orig- 
inally fitted with steel wheels but 
have changed to rubber tires will 
not be granted certificates to pur- 


chase tires whenever _ steels | farm tractor from steel wheels to 
wheels are locally available and | rubber. The letter made plain, 
can be put back into service,| however, that where the vehicle 
state rationing administrators | is already on rubber tires and no 
have been informed by OPA. | substitute wheels are available, 


This is a further conservation | certificates may be issued in the 


step in view of the critical na-’ regular manner. 


A RD 
MERLYN BURK 


JAMES WENDT 
HERALD OFFERS 
WILLIAM “ARute 


LUTE WRIGHT 
EET OLA 
ERIK ANSON 





HE’S NEXT prophesies Curtis Johnson of the builders’ 
hardware department, Warner Hdwe. Co., Minneapolis, Minn., 
as he poses beside the company’s Honor Roll of employees 
who have joined Uncle Sam's armed forces. The Plaque, 
of blue and gold and framed to match the store's fixtures, is 
conspicuously hung on the main selling floor. Since the photo 
was taken, three other names have been added, making a 
total of 14 who have thus far been called of the firm's 110 





| male employees. 
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“MORE HEAT jor 
POUND o/ METAL” 


*« 


Recommends the 


VAPORIZING TYPE OIL BURNER* 
for MODERN DEFENSE HOUSING! 


* Equipped with 
Dependable 
Controls 


Heating Engineers will tell you that “No other 
type of heating gives you SO MUCH HEAT PER 
POUND OF METAL as the VAPORIZING TYPE 
Oil Burner!" For this reason, Circulators, Hot Water 
Heaters and “Packaged” Furnace Units using this 
type of burner will offer you a tremendous market 
during 1942, both for” Defense Housing and in 
modernizing millions of present homes. 


This low cost heating is made completely de- 
pendable, economical and “trouble-free” by the 
use of A-P DEPENDABLE OIL CONTROLS. These 
Controls are therefore your most important sales 
feature, assurance to your customers of fuel econ- 
omy, heating satisfaction—the “most heat for 
their money.” 


Retailers! 
Use the many advantages of A-P DEPENDABLE 
Valves in your daily selling . . . And learn how 
easily you can equip those heating units with 
the convenience of A-P THERMOSTATIC HEAT 
REGULATOR SETS — for extra sales and profits. 


Write for YOUR copy of the new 
“A-P Album of Space Heater Selling.” 


AUTOMATIC PRODUCTS COMPANY 


NORTH THIRTY — SECOND STREET 


MILWAUKEE ® WISCONSIN 
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KEEP YOUR SALES VOLUME y? 


“ALEX 


The Leader you can promote! 


nt merchandise is available today... so 
now’s the time to get behind Silex and 
promote it harder than ever! Here’s your 
chance to cut inventories, reduce your lines... 
and keep your volume and profit UP! Silex 
national advertising sells for you... if your 
stocks are complete! 


ACT NOW! 


Don’t delay your Silex 
order! Get these three fast- 
selling models on your 
counters now! Promote 
parts for old Silex units... 
push the new Silex Perfec- 
ted Safety Lock Clothless 
Filter! Get started today! 


MANHATTAN Mone, 
8 cup, $2.95 





VICTORY mMopEL 


Cen 1:88 SEE YOUR LOCAL 


DISTRIBUTOR, OR 











DON’T DELAY! —__ WRITE DIRECT TODAY! 
* 


E 1S ONLY ONE 
CLOTHLESS THER 


FILTER Safest: L€ xX 


THE SILEX COMPANY 
HARTFORD, CONN. 


Creators of the 
Glass Coffee Maker Industry 




















Fuel has to go further these days, 
and R/M Woven Glass Wicks are just 
the ticket for economy. They light 
quickly, make a stove work better. 
They go out without fuss and fuming, 
too, reducing odor. Better combustion 
means less carbon, and most of that 
which forms can be removed with a 
swipe of a cloth. Stoves and heaters 
brighten up when they see R/M Woven 
Glass Wicks. Sell? They sure do, be- 
cause they last longer and do a swell 
job. This patented wicking is packed in 
5’2- or 6-foot lengths, in attractive 
blue-and-grey boxes; also in 100-foot 
rolls in dispenser-cartons. Sell the pick 

o’ the wicks, R/M. Ask your 


eee ee ee ee ee ee ee | 


RAYBESTOS-MANHATTAN, INC. 


NORTH CHARLESTON, S.C 


MANHEIM, PA 
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| and V. Charles Leonard and Clin- 
| ton A. Ames, both of Eagle Lock 


| Lynn Hall being elected to serve 


| Clark, are so heavily involved in 


' tinue to take care of his custom- 


Far Eastern Observer 


to Address 


Manafacturers—Jobbers at New Orleans 


Announcement has been made 
that the principal address at the 
opening session, Monday evening, 
April 20 of the joint convention 
of the American Hardware Manu- 
facturers and Southern Hardware 
Jobbers Association, will be on 
“Inside Japan” delivered by Dr. 
Jame: S. Course. 

Dr. Course is a veteran of the 
British Army in World War I 
and for the past 13 years had 
lived in Japan where he served 
as a Professor of Economics, Eng- 
lish, and Foreign Trade in some 
of the large Japanese Universi- 
tie. He left Japan for the 





United States just prior to the 





BOOSTERS HEAR TALK 
ON U. S. EMPLOYMENT 


The need of registration for 
work in defense industry was 
stressed in the address of Bern- 
ard Sless, Assistant Technical 
Representative, New York Re- 
gional Office, United States Em- 
ployment Service, at the March 
27 meeting of the Hardware 
Boosters. Held in the Ffth Ave. 
Restaurant, 200 Fifth Ave., New 
York City, the meeting was at- 
tended by 30 members and 
guests. There are instances of 
more jobs than men in some sec- 
tions and of more men than jobs 
in others, Mr. Sless reported. The 
agency is a service and not an 
enforcement one he pointed out. 
He urged registration with a re- 
gional office for defense employ- 
ment. 

Jack Segal, Norwalk Lock Co. 


Co., were elected members. 
‘ 


POT & KETTLE NEWS 


Lewis W. McAllister, treasurer | 
| of the Los Angeles Pot & Kettle 


Club, resigned his office with 


the remainder of the term. Mc- 
Allister’s firm, Landers, Frary & 


war work, they could not con- 


attack on Pearl Harbor. His ad- 
dress will be based on intimate 
first-hand knowledge of Japan, 
its resources and intensive prepa- 
rations for war. 

It was originally planned to 
present Douglas Miller, author of 
“You Can’t Do Business With 
Hitler,” at the opening session 
but Mr. Miller was obliged to 
cancel all speaking engagements 
because of duties in the Office of 
Co-ordinator of Information at 
Washington. 

The convention will be held 
April 20-23 at the Hotel Roose- 
velt, New Orleans, La. 





held at the Biltmore Hotel, Santa 
Barbara, July 10, 11 and 12. He 
stated that this convention was 
definitely planned for this date 
and would be held unless some- 
thing pertaining to war endeav- 
ors prevented the meeting. 

Jack Laughlin, H. Boker & Co., 
a San Francisco member, was a 
welcome recent visitor. 

George Speer, housewares 
buyer of The Broadway, chair- 
man of the day at a recent meet- 
ing had Mr. Stuart, publicity 
head of his store as his guest 
speaker. Mr. Stuart stressed the 
shortage of some items and the 
surplus of others and the condi- 
tions under which department 
stores operate today. 








ers. He is now connected with | 


|one of the local ship building | 
| companies for the duration. M. | 





Berney was elected director for | 
McAllister’s unexpired time. 
Frank Hartford, manufacturers’ | 
representative, who held a Re- | 
serve Officer’s second lieutenant | 
commission has been called to 
active duty at Camp Ord, Cali- | 


fornia. ly 


G. A. Hallenscheid, Hallen.- | 
scheid & McDonald, announced | 
the annual national convention of | 
the Pot and Kettle Clubs will be | 





LT. COL. PAUL HOWE 


Vice-president of Beh & Co., 
Inc., 1150 Broadway, New York 
City, housewares manufacturer, 
who has been ordered to active 
duty with the infantry. Coll. 
Howe was a one-time hardware 
ler at Freedom, Pa., and his 
father was a former president 
of the Pennsylvania & Atlantic 
Seaboard Hardware _ Associa- 
tion. 
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OBITUARIES 








WILLIAM D. FERRIS 


William D. Ferris, 65, vice- 
president and general manager of 
the Frantz Mfg. Co., Sterling, 
Ill., passed away March 7. 

Mr. Ferris was a prominent 
Sterling industrialist and banker. 





WILLIAM D. FERRIS 


While serving as master me- 


chanic at the Sterling wire mill, | 
he designed and put in operation | |y vice-president, and a director 
the first automatic bale tie ma- | 
chine in the United States. In | 
1908 Mr. Ferris with John B. | 


Howatt organized the Sharon | 


Hardware Mfg. Co., Sharon, Pa., 


mained until 1918 when he was 
called upon to become industrial 


manager for a syndicate of New | 


York bankers. After five years 
in that position he became as- 


sociated with the Shelby Mfg. | 


Co., Shelby, Ohio, and in 1925 
he joined the Frantz organization 
as general manager. 

Mr. Ferris also assisted in the 


formation of the present National | 


Bank of Sterling and has been a 
director, vice-president, and pres- 
ident of that institution. 

Surviving are his widow and a 
son, Dr. William D. Ferris of 
Aberdeen, S. D. 


HENRY MOORE, JR. 


Henry Moore, Jr., president of 
the Buhrman-Pharr Hdwe. Co., 
Texarkana, Ark., Tex., wholesale 


firm, passed away April 1. Mr. | 


Moore was 67. Death resulted 
from a heart attack 12 days after 
Mr. Moore had undergone an ab- 
dominal operation. 

Mr. Moore in addition to hold- 
ing the presidency of the hard- 
ware company was a prominent | 
attorney and president of the} 
Arkansas Bar Association. | 
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| traveling salesman for the Cleve- | 


HOPKIN WILLIAMS 


Hopkin Williams, 76, manufac- | 
turers’ agent, passed away recent- 
ly at his home in Lakewood, 
Ohio. Following a varied career 
in manufacturing and _ selling, | 
Mr. Williams in 1896 became a| 


| 


| 













PROFIT-MAKER 


_—— 





land Stamping & Tool Co. where 
he remained for 28 years until * A 
he became a _ manufacturers’ 
agent with offices in Cleveland. 
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NED S. REEVES 


Ned S. Reeves, sales manager, 
vice-president and director of the 
wholesale hardware house of 
Wright & Wilhelmy Co., Omaha, 
Neb., died at his home in Omaha, 
on March 17. He had been ill for 
the greater part of a year fol- 
lowing some serious operations. 
He was 61. 

A native of Little Sioux, Iowa, 





| he worked in an implement store 
| there in his youth, but came to 
| Wright & Wilhelmy Co. at Oma- | 
| ha as bookkeeper in 1901. He | 


: : ae | tion committees, and was con- 
with which organization he re- | 












| 
later became a salesman, a de- | 


partment buyer, office manager, 
then sales manager and eventual- HIS NEW DISPLAY 
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CLEMSON BROS., INC. 
Middletown, N. Y. 
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NED S. REEVES 


Chest work. He was a Mason, 
Shriner and member of Eastern | 
Star. 

Mr. Reeves is survived by his 
widow, two daughters, two grand- | 
children, three sisters and one 
brother. 
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both types! 


WIREGRIP Belt Hooks that can be 
applied with any make lacing machines, 
have double (patented) aligning cards that 
hold hooks in perfect alignment, prevent 
handling and card-end loss every hook 
saleable and usable. Made in 6 sizes. 


STEELGRIP Belt Lacing is applied 
with a hammer Comes in 8 sizes, in 
standard boxes, handy packages or long 
lengths for wide conveyor belts Have 
2-piece hinged rocker pins 


Mixed Display Cartons Available 
—half STEELGRIP, half WIREGRIP. 


Priority Business 
—is waiting on belt lacing at local 
plants, and schools. 


Write for Catalog 
ARMSTRONG-BRAY & CO. 


“The Belt Lacing People” 
5348 Northwest Highway, Chicago, U.S.A. 


KoA) A Immediate deliveries 
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BOUGHT GEM FLUE 
STOPPERS LAST YEAR ON 
A BASIS OF COMPARISON 


*% Jebbers were invited to compare a 
No. 3 Gem with any other stopper 
they carried. The verdict was: 
Gems look better—they're made better. 

*% They look better because of colorful 
pictures lithographed on metal; will 
not tear, wrinkle, or fade. 

*% They're made better because they're 
made with folding wire fasteners se- 
eured to the stopper by slots raised 
from the metal of the stopper blank 
itself; cannot pull out or break off. 
No assembling operations or loose 
parts involved. 


Ask your Wholesaler for No. 3 Gems 
or write us for reference. 


J. L. CLARK MANUFACTURING CO 


ROCKFORD. ILLINOIS 





Sports and National Defense— 
and the Hardware Dealer 


By R. W. SCALLAN 
Vice-president 
in Charge of Sales, 
The Draper-Maynard Co., 
Cincinnati, Ohio 


ARDWARE stores have al- 

ways been principal outlets 
for sporting goods, and certainly 
the time is now opportune for its 
promotion. The nation is mindful 
of physical fitness. Store display 
and a stock of sporting goods will 
attract the youngsters and grown 
ups to healthful exercise. 

We now have a task of expanding 
sports and recreation on a nation- 
wide scale. Conflicts that face the 
world today cannot be won by ma- 
chines alone — man-power is re- 
quired. The fact that this all-im- 
portant phase of our national 
strength has been overlooked is 
proven by the large percentage of 
young men drafted under the Se- 
lective Service Act, who were found 
totally unfit for military service. 

Major John L. Griffith, Commis- 
sioner of Athletics for the Western 
Conference, taking recognition of 
this condition, wrote ranking of- 
ficials of our National Government, 
stressing physical preparedness and 
its importance. The following two 
are typical: 

“From the experiences the 
navy has had in examining men 
for service, it is clear that our 
educational institutions have 
tended to neglect the physical 
education of American youth for 
their intellectual development. 
The two are really interdependent, 
and it must be emphasized that 
the time to build up the health 
of these young people is in school. 
Only in this way will they be com- 
pletely fitted to serve their coun- 
try —only in that way will we 
bring about the national stamina 
and the national teamwork which 
is the foundation of effective na- 
tional defense.” 

FRANK Knox, 
Secretary of the Navy. 
* * * 

“Physical training and athletics 
are of great importance to the 
welfare of any nation. The War 
Department places great emphasis 
on the physical development of 
officers and soldiers of the army, 
and physical training programs 





R. W. SCALLAN 


have long been established as an 
important factor in army training 
schedules. The athletically train- 
ed young men of this country, 
developed in muscular strength, 
general health, coordination, en- 
durance, and leadership, have ac- 
quired the will to win in the face 
of opposition. These are qualities 
basically essential to the soldier. 
Athletic activities on playgrounds 
and in our high schools and col- 
leges constitute an important con- 
tribution to the national defense.” 
-G. C, MarsHALL, 
Chief of Staff, 
United States Army. 


This is a program for every com- 
munity, large and small. Equipment 
is necessary in sports just as it is in 
the machine shop, and certainly the 
hardware merchant has a place in 
the program as a supplier of sport- 
ing goods and other implements for 
recreation. Fortunately the athletic 
goods industry uses materials that 
in the main are not affected by pres- 
ent priorities, so production of sport- 
ing goods has not been seriously 
affected. What the future holds, no 
one can predict, but it is sincerely 
hoped that official interest will re- 
main cognizant of the importance of 
physical fitness to our nation. 

Sell preparedness by selling 
sports and recreation equipment. 
Now, if never before. “It Pays to 
Play.” 
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Paint Makers Report on 
Nation's Color Tastes 


HE Council for Paint Styling has just released figures setting forth pro- 
duction by leading paint manufacturers showing relative production of 
paints in various colors duting the years 1937, 1938, 1939 and 1940. 

Color production figures are compiled annually and much of the impor- 
tance of the report rests in a comparative analysis which reflects the trend of 
color preference by the U. S. public. 

Each year six national and regional producers compile their production 
figures for exterior paints, interior flat wall paints and decorative enamels, 
and these figures in turn are checked against similar output of a local manu- 
facturer to see how local preference compares with national trends. 

The tabulations on exterior house paints, interior wall paints and jaterior 
enamel colors follow: 


Exterior House Paint 


% Sold % Sold % Sold % Sold 
% Sold % Sold %Sold % Sold Small Small Small Small 
6Mfrs. 6Mfrs. 6Mfrs. 6Mfrs. Mfr. Mfr. Mfr. Mfr. 


Color 1937 1938 1939 1940 1937 1938 1939 1940 
Whites 39.99 39.62 46.64 51.13 36.00 31.75 28.5 28.5 
‘Cream 10.25 12.47 9.75 8.77 6.50 10.25 12.50 12.25 
Ivories 7.74 4.87 4.37 5.08 7.00 4.50 5.00 5.0 
‘Greens 9.87 13.01 11.42 10.24 19.95 14.50 14.00 13.75 
Browns 5.65 7.06 5.21 5.59 5.41 10.50 7.25 7.25 
Grays 8.53 10.18 4.59 8.72 12.62 13.5 14.5 14.25 
Buffs 3.05 4.51 2.63 2.64 3.40 4.00 2.75 2.75 
Blacks 1.79 1.78 1.03 1.60 4.70 1.00 2.00 2.0 
Tans 1.70 1.15 68 43 1.23 2.00 2.75 2.75 
Yellows 1.20 1.62 1.34 1.90 2.54 4.25 3.75 8.75 
Reds and 

Maroons 1.20 1.53 1.25 1.60 mi 2.50 5.50 5.75 
Blues 86 91 .90 64 : 1.00 1.00 1.00 
Miscellaneous 8.17 1.29 10.19 1.24 65 25 ; 


Interior Flat Paint 


% Sold YaSold % Sold % Sold 
% Sold % Sold -%Sold % Sold Small Small Small Small 
6 Mfrs. 6Mfrs. 6Mfrs. 6 Mfrs. Mfr. Mfr. Myr. Mfr. 


‘Color 1937 1938 1939 1940 1937 1938 1939 1940 
Whites 44.39 42.80 47.53 48.0 27.63 52.00 40.0 48.0 
Creams 17.94 16.63 13.40 6.5 20.70 12.25 18.75 12.5 
Ivories 16.51 15.07 14.34 18.0 19.33 17.75 20.75 19.0 
Buffs 8.74 8.66 7.55 7.0 1.50 7.25 9.00 9.75 
-Greens 3.07 4.14 3.14 4.0 8.07 | Be 4.00 2:73 
«Grays 1.72 2.10 1.59 4.0 4.03 1.25 2.00 LS 
Peaches ‘and 
Pinks 2.23 2.13 4.44 4.0 1.00 1.00 
Blues 57 1.97 2.13 2.5 4.43 2.00 1.75 1.25 
Miscellaneous 4.83 6.50 5.88 6.0 14.31 4.75 3.75 4.00 


Interior Enamels 


% Sold % Sold % Sold % Sold 
% Sold % Sold %Sold %Sold Small Small Small Small 
6Mfrs. 6Mfrs. 6Mfrs. 6Mfrs. Mfr. Mfr. = Mfr. Myr. 
Color 1937 1938 1939 1940 1937 1938 1939 1940 


Whites 26.11 27.62 30.74 29.91 18.27 22.00 33 Gi 
Ivories and 

Creams 22.34 21.59 23.02 21.74 8.96 16.25 24.00 24.00 
Blacks 11.86 9.09 8.57 7.86 30.17 9.00 7.75 tte 
Greens, Light 10.48 10.90 5.49 6.01 19.03 10.25 11.5 14.00 


Greens, Dark 5.38 3.98 7.48 4.87 4.75 2.5 
Reds and 

Maroons 3.58 5.97 6.08 6.75 2.43 6.50 4.75 4.75 
Grays 3.21 3.74 2.69 2.44 1.50 3.5 3.50 
Oranges 2.64 2.33 1.41 1.46 2.03 1.25 es 50 


Blues, Dark 2.21 3.49 3.26 3.73 3.53 4.75 


Blues, Light .91 2.39 2.37 1.96 3.47 1.25 3.0 3.0 
Browns 2.11 2.12 2.50 2.30 2.00 2.50 6.25 
Buffs ‘ 1.61 1.30 1.53 51 1.06 3.75 5.0 5.0 
Tans 1.60 .98 1.19 1.90 oe a ti ae 
Yellows Be 1.78 1.87 1.56 3.76 1.25 50 50 
Pinks 19 49 53 34 . 
Orchids .78 72 61 66 1.75 2.0 2.0 
Miscel- 

laneous 4.28 1.72 66 ont 4.39 6.50 7.25 3.50 
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FLUORESCENT 
STARTERS 


In the Replacement Market 














Make your store a headquarters 
for fluorescent starters. More and 
more fluorescent lighting is being 
installed. Starters must be replaced 
occasionally. So stock G-E starters. 
Their performanice will please your 
customers. They were designed by 
MAzpDA ‘lamp engineers and have 
correct operating characteristics. 
G-E starters listed follow: 





Lamps _ Starters, Contacts 
6 in., 4 watts . 
9 in., 6 watts |FS-5 2 


12 in., 8 watts 

18 in. T-8, 15 watts 

24 in. T-12, 20 watts 
36 in. T-8, 30 watts FS-4 
48 in. T-12, 40 watts) ~~ 

48 in. T-12, 40 watts FS-4NA| 

48 in. T-12, 40 watts|FS-44**|. 
36 in. T-17, 65 watts FS-74 | 

60 in. T-17, 100 watts\FS-64 | 

60 in. T-17, 100 watts/FS-6* 


FS-2 2 


N&R RN N 











*For replacement in 2-contact starter sockets. 
**For low temperature starting. Must have separate 
starter socket 95X180. 


For further information see the nearest G-E Mer- 
chandise Distributor or write to Section D-2294 
Appliance and Merchandise Department, General 
Electric Co., Bridgeport, Conn. 





GENERAL “4%; ELECTRIC 
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NO. 200 SYNCRO POWER SAW 


This powerful electrical jig saw 
cuts %” soft and 4” hard wood, 
thin metal, plastics . . . smoothly, $44. 75 


quickly, safely. Portable. Ideal for 
sales to home craftsmen. Write your Jobber or 
direct for complete details, specifications. 


NCR ==aIN 


No. 500 SYNCRO JUNIOR 


The saw for Young $6.95 . 


Americans and 
careless grownups 

Power 
Write for 






. because it's safe! 
to cut 4%” wood. 
details. 

Also Manufacturers of Precision Machine Tools 


SYNCRO DEVICES, INC. 


Ferndale-Detroit, Mich 


WORLD'S LARGEST MANUFACTURERS 
ol m1 ied ile iceey BB) 





A popular buy-word 


National | 


HARDWARE. 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 






National Manufacturing 
Company 
STERLING « - « ILLINOIS 
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Shows Seeds Near Cash Register 
and Wrapping Counter 





The base under the seed display 


boxes raises the merchandise 


to a very convenient height and also holds surplus stocks. 


ANY casual shoppers at the 
Millen Hardware Co., Wil- 
mette, Ill., make purchases of seeds 
as a result of the large display of 
this merchandise which is licated 
near the cash register and wrapping 
counter at the rear of the store. 
Four manufacturers’ seed display 
units are shown in this store. These 
rest on a base about 18 in. high. 
This base places the boxes at a con- 
venient height for the shopper, a 
fact which is very important and ap- 
preciated by customers when a large 


How Long for 


HEN a business man is offered 
an opportunity to accept or 
reject a proposition, he is being 
offered what is usually called an op- 
tion. Most offers of the kind specify 
a time limit within which he must 
accept or else lose the proposition. 
But suppose no limit is men- 
tioned! How long does the business 
man have to take up the option, 
without danger of losing it? 
“It is a well settled principle of 


number of varieties are being se- 
lected. Surplus stocks are also lo- 
cated in this convenient base. 

Seeds are shown at an early date 
and are used to pull traffic to the 
back of the store. Interest in this 
line, as well as in other garden and 
lawn goods, started early this year. 

Steel goods are shown behind the 
cash register and across the aisle 
from the seed display. Shoppers who 
have purchased seeds frequently can 
be interested in these items related 
to the planting and cultivating job. 


an Option? 


” 


law,” said a California court re- 
cently, “that where the option agree- 
ment is silent as to the time for ex- 
ercising the option, the optionee 
(the business man to whom it is 
offered) must exercise his option 
within a reasonable time. - What is 
a reasonable time for the exercise of 
an option by the optionee depends 
upon the facts and circumstances of 
the particular case.” 


HARDWARE AGE 
















































Men Still Important Patrons 
of Hardware Stores QUALITY IN 


EN are still important ‘cus- the paint, 75 per cent of the house- UF KIN 


tomers for the hardware store, hold tools, and 75 per cent of the 


according to a recent consumer sur- lawn and garden goods. Women, on TA 1°) bE = R U L 7 Ss 
vey conducted by the Southern Cali- the other hand, the survey revealed, 
fornia Retail Hardware Association, purchased more than 95 per cent of 
Los Angeles, Calif., in cooperation the housewares and 75 per cent of 
with a number of hardware whole- the major appliance items. 
salers of the same city. Fourteen In the areas surveyed, 59 per cent 
areas in the Southern California sec- of the individuals preferred to trade 
tion were surveyed by specialists. in the hardware stores, 31 per cent 
According to the survey, men still in the chain stores, and 10 per cent 
purchase more than 57 per cent of with department stores. 





GENERAL CONSUMER SURVEY QUESTIONNAIRE 
Southern California Retail Hardware Association 








SS ey oe Nae ee Ee ET | 

A ee ee ey ee eee ee ag Py ane 

ne Ge ae ER aN ee eee oe 
Years lived in vicinity? _ _ _ Home owned? ___ _s—_séwRented? os 
(1) Who buys the paint used in the home? Man _ Voman_ 





Where purchased? Paint Store? Hardware Store? 





Chain Store? Catalog? 








(2) Who buys the housewares? Man? Woman? 








Where purchased? Chain Store? Hardware Store? 
Dept. Store? 
(3) Major Appliances bought by? ‘MAN? Woman? 





Other Sources? 














Where purchased? Appliance Store Hardware Store ' 1 ‘ ev ae product bearing 
Chain Store ee | the name Lufkin, our tape- 
Was the purchase solicited? Yes Yo. rules are designed and built 





to be the BEST in their re- 
spective price fields. That's 
good busines for us because 
(5) Who buys the lawn, garden or farm items? Mant Vonant | | it means good business. for 
you, our customers and deal- 

ers! It's what a man thinks 

aia | of a product AFTER he buys 
(6) pondine nyt Hd oes “ee influenced your choice in the it that forms his opinion of 
(7) Have you, in the last 6 months, purchased any item from a hardware the dealer who sold it and 
store because you sew it in their window? Yes? Bot |. the manufacturer who made 


(8) In general, do you prefer to buy hardware items from: it. You can be sure we will 
Locally owned store? Chain Store? Dept. Store, never jeopardize ‘the respect 
(9) In purchasing @ hardware item, do any of these factors influence for Lufkin products that has 

your choice as to where you will buy that item? 
grown among your custom- 


(4) Household tools purchased by: Man, Voman_ 





Where purchased: Hardware Store «Chain Store 


Oatalog «Other -~Sources 





Where purchased? Chain Store Hardware Store 





Specialty Store 











Location of store? Tb ccccosccs Bsa6600<600 | 









a. ‘ 

Bb. Pepscunel ef eteveG 8 = —§ ceseccceee eecccocgecc ers only after years and 

c. Larger assortment of merchandise? ......-..2  cesseceses aintan 

a. Merchandise better displayed? =... seeeess so vveccecs years of acqu oe with 

ee ee ———“—*~SC waa aS Kare enced dependable Lufkin quality. 

f.. Extension of credit? = = =§«_-§-_—=— cecccccece  evvecccces set 

@. Adjustment of complaints? «=—ccccccccce § cccccccecce Bs 2 iy i: ee ee ; 
(10) Do you know the name of your nearest hardware store? Yes?..... Be ccccce 





} 
What is the approximate distance to it in blocks? = UKFHAINM 
| 


THANK YOU $11}! 











SAGINAW, MICHIGAN ° New York City 


: ES - PRECISION TOOLS 
Here is the questionnaire used in gathering data in 14 areas. TAGES. BUSES 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims—New Packages—New Colors—Catalogs 


Soilless Horticulture 


“Plant Ball”—about 3 in. in diam- 
eter; comes dormant, wrapped in Cello- 
phane. When moistened and placed in 
a window bowl or hanging basket, it 





is said to start sprouting in about 10 
days, growing into a little indoor “gar- 
den,” with green foliage, climbing, 
trailing or twining vines, and produc- 
ing flowers. This ball requires no soil 
or dirt. Several varieties available, 
including sweet pea, nasturtium, morn- 
ing glory, mixed garden’ vines. Sug- 
gested retail selling price, 25 cents 
each. Come in display cartons. Soilless 
Growers Guild, Barryton, Mich. 


Spinning Tire Lock 
“Decker”—made of special rust-proof 


finish steel to fit all late models. Maker 
states this lock is approved by police 





and insurance companies. Weighs less 
than 4 oz. List price per set of five, 
two keys, $7.50; per set of four, two 
keys, $6. Winkenweder & Ladd, Inc., 
1421 S. Michigan Ave., Chicago, IIl. 


Dairy Scoop 


A hollow back scoop for use pri- 
marily in dairy barns. Blade is of 
“Tem-Cross Tillage Steel,” cross-rolled 
to give the steel an interlocking, mesh- 
grain structure, which is said to make 
the edge split-proof. Construction and 
shape of blade is so designed that the 
sides are perpendicular to bottom of 





blade. Sides and back portion of blade 
is said to be higher than on standard 
scoop. Furnished with a 48 in. long 
handle, producing a handle rise of 35% 
in., permitting bottom of blade to rest 
flat on floor when user is standing erect 
or in a comfortable shoveling position. 
Suggested retail selling price, approxi- 
mately $2 each. Ingersoll Steel and 
Disc Division, Borg-Warner Corp., New 
Castle, Ind. 





Deep Well Water System 
in Packaged Unit 


This quarter horsepower pump unit 
has been mounted on a bracket welded 
to the side of a 20-gal. pressure tank, 





with all fittings for pump to tank as- 
sembled in place. Two street “ells” 
and nipples assembled at the base of 
the pump make it possible to attach 
horizontal pipe lines for off-the-well 
installations without moving the pump 
assembly out of place. This deep well 
ejector pressure system can be _ pur- 
chased without having to assemble 
pump-to-tank fittings—and without hav- 
ing to provide a separate base for off- 
the-well installations. The unit measures 
26% in. long by 18% in. wide by 31 in. 
high. Has a capacity of 470 gal. per 
hour with 20-ft. suction lift and 20 lb. 
pressure at discharge. Fairbanks, 
Morse & Co., 600 S. Michigan Ave., 
Chicago, Tl. 
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“Fresca Ozonator” 


Turn of the switch causes electrical 
discharges to create ozone, a natural 
purifying agent in fresh air, thus dis- 





pelling smoke, odors and _ stuffiness, 
maker states. Uses no chemicals, nor 
has it any moving parts. Said to con- 
sume less than 10 watts and to cost only 
about 1 cent a day to operate. Case is 
decorative. Guaranteed for one year. 
110 volts, A.C. Retails for $23.50 on 
the East coast. Ozonator Corp., 250 
Park Ave., New York City. 





Whitney Doll Coach 
With body, hood fixtures, handle, 


spring and axles entirely of wood. Has 
leather cloth hood, padded sides and 
ends, with apron. This model, No. 
2506, measures 24 by 12 in. Suggested 
retail selling price approximately 





$12.95. F. A. Whitney Carriage Co., 
Leominster, Mass. Other models with 
the same use of wood are included in 
the line, at price ranges that are higher 
and lower than this number. 


Cooking Booklet 


“Cooking for Health” is the title of 
a new booklet of 32 pages offered by 
the American Stove Co., 4301 Perkins 
Ave., Cleveland, Ohio, as part of its 
contribution to the National Nutrition 
Program. The booklet is illustrated, 
printed in two colors, and is written in 
a semi-humorous style. The company 
also offers display cards, statement en- 
closures, newspaper ad mats, publicity 
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stories, window streamers and a “Health 
Vitalizer” that tells the story of “water- 
less” cooking, broiling and low tem- 
perature roasting, and window display 
background. 


Grease Gun 


P-16—for quick, easy lubrication of 
vehicles. Features one piece construc- 
tion of barrel and gun head. Maker 
states smooth, uniform operation is as- 
sured by automatic, self-aligning steel 
piston and cylinder which is centerless 
ground to close tolerance. Detachable 
rear head permits speedy loading. Has 
no threads to cross or wear out. Large 
handle has flat grip. Gun weighs 2 
lb., 12 oz. and gives 5/16 oz. per 24 
strokes. Capacity 16 oz. Gun is 20% 
in. long including handle. Cincinnati 
Ball Crank Co., Cincinnati, Ohio. 


Plomb Tool Catalog 


The Plomb Tool Company, 2209 
Santa Fe Avenue, Los Angeles, Calif., 
announces its 1942 catalog containing 
listings of over 1200 kinds of forged 
hand tools, for use in all industries. 
The catalog is lithographed in three 
colors, totals 116 pages, and features 
large and detailed illustrations of all 
items in the “Plomb” line. Tool boxes 
and kits, sockets and attachments, 
wrenches, screwdrivers, pliers and all 
miscellaneous types of mechanics’ hand 
tools are included. 





—Caseade 





Price-Number Markers 


“Kum-Kleen”—a new type of price 
and number markers for shelves, bins, 
drawers and counters, said to adhere 





permanently to any smooth surface. 
These price stickers are applied with- 
out moistening and may be easily pulled 
off without leaving a mark. They are 
available in various sizes and marketed 
in a special applicator. Avery Adhe- 
sives, 451 East 3rd Street, Los Angeles, 
Calif. 


Blackout C ontrol 


Model 77—for extinguishing any 
lighting circuits. Control is focused at 
a street light thus using it as a light 
source. When street light is extinguished 
at power station due to an alarm, con- 
trol automatically becomes operative 
and extinguishes any lighting circuit it 
controls. Operates on a 1/200 part of 
a foot candle. List price, $35. United 
Cinephone Corp., Torrington, Conn. 





Bathroom Accessories by MIAMI 


DISPLAYS— 
We supply boards showing the complete lines 
of accessories. Also smaller boards to display 
selected accessories showing less than the com- 
plete lines. You pay for accessories only; we 
furnish the boards and mount them free of 
charge. 





supply the need for an 


gap between the inex- 
pensive, light gauge me- 





















tal and wire units, and 
the higher priced lines. 


consists of 31- units, in- 
cluding both recessed 
and projection types. All 
units guaranteed for in- 


Substantial. 


intermediate line of ac- 
cessories that fills the 


The CASCADE line 


definite wear... Solid... 


























For folder and complete 
details of CASCADE 
Accessories and MIAMI 
Bathroom Cabinets, write 
Dept. HA. 











MIAMI CABINET DIVISION 
The Philip Carey Mfg. Company 
MIDDLETOWN, OHIO 


















OIL CANS have gone to war! 
return, oil must be served dired 
drum. To make this ‘‘direct from ¢ 


for use with petroleum products) 
in use in this industry and have g 
years of dependable service. T 
value far greater than their low p 
indicate. 


The No. 60 Self-Closing Fauc 
particular attention. It operate: 
touch and closes automatically 
is released, assuring economy in 
leaks or overflowing measuring 


deserves 
at finger 


Your hardware jobber or diste 
supply you Stearns Faucets ond} Bates. 









Close-graffed, grey 
i heavily 













valve facing is a special synthetic 
that never needs replacement. 


34,” flow. %” U.S. Standard Pi 


flow instantly. The plug is ground to ¢ 
and a spring washer maintains a 


34” ow. %” U.S. Standard Pipe 


Write for circular 
showing all sizes 
and styles of 
Stearns Gates and 
Faucets. Address 


Dept. A. 


E.C. STEA 
Estab. SYRACUSE, 








84 














WHATS NEW 








Spiral Sash Balance 


Features of this concealed “Roches- 
ter” spiral sash balance, maker states, 
are: no mortising, winding, or adjust- 





ing necessary; quick installation; in- 
and no exposed 
parts to interfere with painting. Made 
in eight sizes to counter-balance sash 
up to 16 lb. and also made on order 
for variation in height of sash, equiva- 
lent to sash opening 3 ft. 4 in. by 5 in. 
Spiral is of rust-resisting steel, 7/16 
in. wide by 3/32 in. thick. Rochester 
Sash Balance Co., 132 Mill St., Roches- 
ter, N. Y. 


expensive noiseless; 


Pine Kindling 


“Kind-Del-Kwik” — packaged Missis- 
sippi fat pitch pine kindling for use in 
kindling a fire in fireplace, furnace, 


4 
Z 
4 
, 4 
ft 
4 
z 








stove, or picnic grill. Three-pound bag 
retails for 15 cents and contains from 
50 to 60 sticks. Display cards and de- 
scriptive circulars available. Kind-Del- 
Kwik Sales Co., 2427 Auburn Ave., Cin- 


cinnati, Ohio. 


G-E Home and Farm 
Catalog 


The General Electric Co., Bridgeport, 
Conn., has issued the 1942 full-line, 
68-page catalog of appliances and 
equipment for use in the home and on 
the farm. This year’s catalog is de- 
signed for both urban and rural dis- 


tribution. Price is 5 cents per copy 
including postage; imprinting, $1.00 
per 500 copies; minimum charge, $1.00. 





Woodworking Book 


Stanley Tools, New Britain, Conn., 
has recently revised and reprinted its 
manual, “How to Work with Tools and 
Wood,” bringing it up to date and in- 
cluding new helpful information of in- 
terest to handymen and woodworking 
amateurs. The book retails at $1 and 
is available to dealers at 50 cents per 
copy. Order through the company or 
through wholesalers. 


Dry Cleaner 


“A-B-C”—for wallpaper, shades, 
blinds and other household uses. Made 
of pure gum eraser stock, maker states, 
containing no abrasive or grit. Said not 
to harm colors or fabric. To retail at 
25 cents. Durasol Chemical Co., 77 
Traverse St., Boston, Mass. 


Dairy Thermometers 


Assortment No. 727—consists of nine 
milk cooling thermometers and eight 
diary thermometers, retailing from 29 
cents to 69 cents each. Total retail 
value, $7.27; dealer’s cost, $4.36. One 
thermometer of each type mounted on 


display card, as shown. Each ther- 
mometer packed in individual con- 
tainers. Any type in the assortment 


can be supplied “shatter-proofed” on 





Mr FARMER 
Are You Selling 


Safe Milk ? 
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MILK COOLING AND 
DAIRY THERMOMETERS 
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THE OHIO THERMOMETER CO 


special order at 2 cents net each extra. 
Thermometers are of all glass construc- 
tion. Ohio Thermometer Co., Spring- 
field, Ohio. 
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Fluorescent Lighted 
Bathroom Cabinets 


The F. H. Lawson Co., Cincinnati, 
Ohio, has introduced a new line of 
“Quiet” fluorescent lighted cabinets. 





Newly designed fluorescent lighting 
fixtures are an integral part of the 
cabinet. Due to a patented self-start- 
ing switch and an improved resister, all 
hum and flicker have been eliminated, 
maker states, and in addition, because 
these lights are luminous over the en- 
tire-length of the fluorescent tube, they 
give more light with less glare. They 
are always cool, with practically no 
heat loss, and low power consumption. 
The switch controlling both lights is 
located in the base of the left bracket, 
a convenience outlet in the base of the 
right bracket. Although the company 
has temporarily simplified all of its 
lines, it will continue to manufacture 
these new cabinets as long as materials 
are available. 


Glass Containers 


Revolving “Kontanerettes,” S-30. Set 
consists of five jars with capacity of 
each, 30 oz. Height, 4% in.; diameter, 
11% in. Made of crystal glass and also 





with decorated, jeweled knobs, the for- 
mer to retail at $3 per set; the latter 
at $3.75. Indiana Glass Co., Dunkirk, 
Ind. 


Blackout And Shatter- 
Proof Material 


“Air-Aid”—said to combine both the 
essential qualities of blackout and 
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shatter-proofing for use on windows, 
glass doors, etc. Maker claims the fol- 
lowing features: impervious to light; 
easily applied, removed, and reapplied; 
clean to handle; does not mar glass or 
wood finish; non-reflective; not affected 
by light, extreme dryness, moisture or 
high or low temperature; does not dry 
out, and adheres to any clean, smooth, 
hard, dry surface. Removed by peeling 
off. Comes in rolls of various widths 
that can be cut to any desired length. 
Chicago Show Printing Co., 2635 N. 
Kildare Ave., Chicago, Ill. 


Hunting Coat Made 
Of New Type Cloth 


A new garment fabric, “Quail Cloth,” 
is the feature of this attractively priced 
hunting coat, No. 2228, manufactured 
by The Hettrick Mfg. Co., Toledo, Ohio. 





The cloth is claimed to be an outstand- 
ing material for this type of garment. 
Its twill pattern is dyed “brush brown.” 
Waterproofed and snag resistant. 


“Moto-Tool” Catalog 


Features the various models of the 
Dremel “Moto-Tool” and its acces- 
sories. Also shows the “Moto-Tool” 
kit, available in two models. Dremel 
Mfg. Co., 13th & Clark Sts., Racine, 
Wis. 


A Correction 


We incorrectly stated, in the article 
on the American Toy Fair, on page 90 
of the April 2, 1942, issue of HARDWARE 
Acr, that the suggested retail selling 
price of the No. 140 Daisy “Defender” 
air rifle, made by Daisy Mfg. Co., 
Plymouth, Mich., is $3.95. The correct 
suggested retail selling price of this 
gun is $5.00. 








No. E9700 “Flexigrip” Catch Dull Kromoid and 















WK], 
APPROVED HARDWARE 
FOR DEFENSE HOUSING 


4 
Below are a few of the Amerock 
Hardware Designs on which you 
can obtain priorities for Defense 
Housing. For complete list of 
items approved by the new Defense 
Housing Critical List —ask your 
jobber, or write for information. 








* * * 


Illustrations 1% actual size. 








No. E3021 — Steel 
for Flush Doors 
Prime Coat Finish 


i 


No. E3680 “‘Dorfast”’ Catch 
Bright Zinc Finish on 
Special Tempered Steel 


No. E7940 — Steei 
for Flush Doors 
Prime Coat Finish 





No. E357 Door Pull 


Bright Zine Finish Plasticote Finish 


No. E358 Pull — Dull Kromoid 
and Plasticote Finish 


NEW APPROVED FINISHES 


KROMOID is a highly rust-resistant 
plating brushed to a dull satin 
finish resembling dull chromium. 


PLASTICOTE — Liquid plastic colors 
baked on at high temperature for 
permanent beauty. Washable — 
will not chip, fade or tarnish. 
Black, red, and ivory colors. 





AMERICAN CABINET HARDWARE CORP. 
ROCKFORD * ILLINOIS 






GENUINE 
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PRODUCTS 











AHERE’S HOW WE'RE HELPING BRING ‘ 
FARMERS TO YOUR STORE FOR THE« 


saleable « available 
profitable « trouble-free 


ELECTRIC FENCE CONTROLLER 


Elmer the Bulhorg, the 
handsome fellow at the left, 
is selling for you in farm 
paper ads like those above. 
He tells farmers: “I’m 
strong as a bull, big as a 
horse, slippery as a hog. I 
respect only one fence — 
the Prime, because Prime 
23>; holds all livestock, all the 
ie time, all over the farm.” 










©) Elmer tells them about 

Prime’s big savings of time 

“ and work in these busy days 
— about its big savings of 
scarce wire and posts — 
about its safety (hi-line 
units approved by Under- 
writers’ Laboratories) — 
about its nine-year record 
of success. 


ou colorful 
ealer helps. 


Prime offers 
displays and 


Put Eimer the Bulhorg to 
work for you now. Line up 
with the leader. See your 
jobber. Prime sells only 
through jobbers. Hi-line or 
battery models. 








Se 


© 1942 
Prime Mfg. Co, 


The Prime Mfg. Co. 
Mitwaukee, Wisconsin 
i anieatnettinemeedienemensll 
Cooperating in 
NATIONAL 
HARDWARE 
WEEK. 

















WhhTS NEW 


Flue Stop 


“Avent”—for eliminating unsightly 
flue openings in kitchens. Also said to 
air condition kitchens by allowing nat- 





ural chimney draft to remove cooking 
fumes. Flat steel band fasteners give 
the flue stop four points of contact. 
Designed to fit any flue opening and 
made of heavy steel, 9% in. in diam- 
eter. Comes in colors to harmonize with 
kitchen color combinations. Packed 12 
to a carton. Ohio Stove Pipe & Mfg. 
Co., 2104 Woodland Ave., Cleveland, 
Ohio. 


Improved Forsberg 
Screw Drivers 


Substantially increased strength, bet- 
ter balance and long life are claimed 
as results of recent improvements made 
by the Forsberg Mfg. Co., Bridgeport, 
Conn., in the design and construction 
of “Whale Super-Grip” and “Viking” 
screwdrivers. The improved models fea- 








ture an exclusive design of blade, shank 
and shoulder forged from one piece of 
tool steel, hardened and tempered the 
entire length to withstand severe use. 
New ferrule and handle design is said 
to make the improved tools 50 per cent 
stronger. In some models the blade 
runs full length into the handle and 
in others it goes completely through 
the handle. The handle has greater 
diameter at top of ferrule, and the extra- 
wide shoulder on the blade fits firmly 
on ferrule and handle. The highly pol- 
ished nickel-plated blade (furnished 
either round or square) is held rigidly 
in the handle by two long, sturdy wings, 
or fins, forged on the shank. This fea- 
ture enables the company to guarantee 
that the blade will not turn in the 
handle. The blade point is machined 
cross ground to size. Featuring deep 
machine-cut flutes to assure a_ slip- 
proof grip, handles are of selected hard- 
woods. 


Screened Bar Type 
Foundation Grate 


Majestic Co., Huntington, Ind., an- 
nounces a new screened bar-type foun- 
dation grate, specially designed to meet 
both the cost and the dimensional needs 
of defense house construction. This 
new unit consists of two adjacent rows 
of alternately spaced vertical bars. The 
two rows overlap each other slightly to 





provide what is substantially a single, 
closely-spaced staggered row. A heavy 
galvanized screen is then threaded be- 
tween these two rows of bars to prevent 
the admission of insects, dirt and other 
foreign objects. The grate is of a high 
quality cast semi-steel and is made in 
three sizes: 8 by 8, 8 by 12, and 8 by 16 
in. 


HARDWARE AGE 
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Selling By Telephone 


(Continued from page 37) 


have an interest in the job and a 
belief that it will produce busi- 
ness. The telephone interviewer 
should be able to take advantage 
of quick turns in the interview 
and to sense a prospect’s reaction 
from the tone of voice and the 
way of speaking. Above all, the 
person who does your telephoning 
should not be argumentative. 

In calling customers by tele- 
phone to solicit business these 
hints found valuable by success- 
ful salesmen may be helpful: 

Upon reaching the prospect by 
telephone identify yourself and 
your store promptly. If you are 
calling from out of town, mention 
that too. 

Open the conversation with a 
bit of news to get the prospect’s 
attention. If you have sent the 
prospect a mailing piece or a let- 
ter with your offer, refer to it. 








Table Fan Island 
Catches the Eye 





This island display shows people in 
Sweetwater, Tenn., that the firm of 
Guthrie, Bradley & Jones stocks a 
variety of table fans. Seventy-five 
table fans were sold last year at 
prices of from $1.49 to $24.50, mostly 
at $6.95. The firm also sold six floor 
fans priced from $39.50 to $59.50 
last year. 
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After you have the prospect’s 
attention, get right into the sell- 
ing message. But don’t talk too 
rapidly, and try to conduct the 
conversation in a way to bring 
responses from the prospect. 

When the prospect is talking, 
don’t interrupt him. Learn to lis- 
ten, for that is the only way you 
can determine how the prospect is 
reacting to your offer. This should 
guide you in shaping the interview 
to lead rather than push the pros- 
pect. 

Avoid using memorized sales 
talks. They sound “canned” to 
the prospect. On the other hand, 
you should have well in mind what 
you want to say before you pick 
up the telephone. 

Respect the prospect’s objections 
and look upon them as opportuni- 
ties to explain and clarify. Pre- 
pare to meet these objections in 
advance by writing down clear, 
concise answers to the stock ones 
you know you will encounter. 

Remember, you started the con- 
versation. The prospect didn’t 
ask you to do it. No matter what 
happens, don’t argue with the 
prospect. By arguing or being too 
persistent you can lose not only 
the sale but the prospect’s good 
will as well. If you can’t convince 
him with a straightforward presen- 
tation, thank him for his attention 
and bid him “goodby.” 

Undertake telephone solicitation 
slowly and cautiously. Start with 
a few calls. Check customer re- 
action and results carefully. If 
both are satisfactory, increase 
gradually the number of calls you 
make. If the performance is not 
satisfactory, review the plan care- 
fully to see in what respect it can 
be improved and re-work it to 
remove the objectionable features. 
Don’t leave off the planning after 
you have made the first call. 

One last caution: If you plan to 
use telephone solicitation exten- 
sively, provide a special telephone 
for it. Making one call after an- 
other blocks a single telephone line 
to customers calling in and seri- 
ously affects the service over two 
lines if one is not especially re- 
served for outgoing calls. 





NEWPORT 


THE PAINTER’S 
NAME FOR 


TURPENTINE 


@ When.a painter asks for 
"B of Ne wport he knows he 
will get 5 refed olay of the very 
finest water-white crystal 
clear turpentine money can 
buy In the better stores he 
expects to see the familiar 
Newport green, black and 
white MidaleXe | gol olal-te, packages 

folate Ml alsiMel ae isia ‘Newport’ 
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TURPENTINE 
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STEAM DISTILLED 
WOOD TURPENTINE 
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” 230 PARK AVE - as NEW YORK.N.Y 
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QUIRIES 
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HON >> Stewart Chain 
L wee Link Wire Fences 
Oe are built to meet all 
requirements from 
low lawn types to 
high industrial 
fence with barbed 
wire overhang ar- 
rangement. 










CHAINLINK 
FACTORY FENCE 


Other Stewart & 
Products, Wirez 
Window Guards. | AY eee 
Wire Mesh Par- veeeee hanes 
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titions. Steel Fold- AMY 
ing Gates. Machin- <: YY ANY 
ery Guards. Chairs. . zp) WY 
Settees, etc. 










Send Stewart your inquires for fence, 
gates, and all types of metal specialties. 
Literature is available on all Stewart 
products. When writing please mention 
literature in which you are interested. 
THE STEWART IRON wees co., INC. 
937 Stewart Block. Cincinnati, Ohie 
Fence Builders to America Since 1886 
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Health Seales 
® 


Utility Seales 


Postal Scales 




















By L. W. MOFFETT 


Washington Representative 
of Hardware Age 


THE USE OF CHROMIUM in 
the manufacture of roofing material, 
ceramics, soap and glass is prohibited 
by Order M-18-b issued by WPB’s 
Division of Industry Operations on 
March 26. Chromium pigment is re- 
stricted to 90 per cent by months, of 
the amount used in the year ended 


June 30, 1941. Chromium used in the 


preservation of wood is restricted to 
preference ratings of A-10 or higher. 
x * 


AS WPB RECENTLY ACTED 
to avert a threatened shutdown of cer- 
tain plants manufacturing electric in- 
sulating papers vitally negded for many 
war purposes and issued an urgent ap- 
peal for the salvage of old manila rope, 


| OPA amended Price Schedule No. 47 





to permit dealers to complete contracts 
made before Feb. 8 for No. 1 old manila 
rope at prices above the ceiling of $115 
per ton. 

Scarcity of manila rope, said one 
WPB official, threatens to cause shut- 
down of practically all plants engaged 
in manufacturing electrical insulating 
papers, parachute flare papers, gasket 
papers used in manufacture of tanks 
and airplanes, and other special papers 
used by the Navy. Only solution is im- 
mediate and thorough collection of 
manila rope scrap normally used by 
steamship companies; barge, tug and 
ferry lines; marine stores handling boat 
supplies which get back old rope in ex- 
change for new; railroad freight yards; 
fisheries; coal mines; quarries; elec- 
trical repair companies, yacht clubs and 
stevedore companies. 

x*ek 


THE REGIONAL SALVAGE 
MANAGERS have been instructed to 


transmit the appeal to industrial sal- 
vage committees in 58 key cities. The 
committee, in turn, will be instructed 
to emphasize the old rope shortage to 
persons in charge of salvage operations 
in some 30,000 plants, mines, mills and 
public utilities in every section of the 
country. Arrangement has also been 
made by the Industrial Salvage Section 
with the Navy Department for the pur- 
pose of arranging an immediate survey 
of all available manila rope scrap from 
that source. 

Under the OPA amendment, the 
dealers must make all deliveries on 
such contracts on or before April 15, 
and must keep records showing the 
dates and names of persons from whom 
the dealer bought the rope and the 
price which was paid for it. In addi- 
tion, the dealers must show the amount 
of rope acquired before Feb. 8 in order 
to meet contracted orders, the dates 
these contracts were made, the dates 
of delivery and the contract prices. 

The maximum price for No. 1 old 
manila rope is not changed by the 
amendment, nor has there been any 
change made in the number or names 
of grades defined in the schedule. 

x** * 

WPB’S BUREAU OF INDUS- 
TRY ADVISORY COMMITTEES 
on March 31 announced the formation 
of the Jute Industry Advisory Com- 
mittee. Arthur R. Howe is government 
presiding officer and committee mem- 
bers are: 

Walter Guthrie, Lehigh Spinning Co., 
Allentown, Pa.; E. D. Martin, Hooven 
& Allison Co., Xenia, Ohio; J. F. Mal- 
colm, Revonah Spinning Mills, Han- 
over, Pa.; R. C. Utess, American Mfg. 
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can Fill 
requirements for 


your 


BUILDERS’ 
HARDWARE 


covered by the 

Defense Housing 

Critical List 
IN 


ALL SPECIFIED 
FINISHES 


including the new black 
rust-resisting finish 


Co., Brooklyn, N. Y.; Alfred Bessel, 
Southern Bagging Co., Houston, Tex.; 
Willard Lewis, Riverside Mills, Atlanta; 
Frank E. Willsher, Schricter Jute Cord- 
age Co., Philadelphia; Malcolm B. 
Stone, Ludlow Mfg. & Sales Co., Bos- 
ton; J. C. Gordon, Allen Industries, 
Detroit: J. S. Kenkins, Dixie Jute Bag- 
ging Co., Norfolk, Va.; E. F. Parham, 
Carolina Bagging Co., Henderson, 
N. C.: W. C. Brown, Jr., Belton Bag- 
ging Co., Belton, S. C.; R. J. Paisley, 
Pritchard & Co., New York; J. P. 
Anastasiadi, Ralli Brothers, New York; 
Charles E. Bingham, Bingham & Co., 
New York, and Ed Kuhnle, North Amer- 
ican Trading Co., New York. 


xk k * 
WITH THE ARMY PREPAR- 
ING to let bids for more than 300,000 
pairs of asbestos gloves, WPB on 


March 31 issued an order designed to 
conserve the supply of asbestos textiles 
for essential military and civilian uses. 

By the terms of Conservation Order 
M-123, manufacturers are prohibited 
from making deliveries of asbestos tex- 
tiles except for use in the manufacture 
of industrial packings, or to fill orders 
bearing a preference rating of A-10 or 
higher. Industrial packings include gas- 
kets, pump packing and other uses of 
the textiles in connection with the oper- 
ation of machinery. 

x * * 











PROMPT SHIPMENT 
UNIFORM HIGH QUALITY 
10 LARGE PLANTS 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and’ Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
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THES elon 


Cincinnati, Cleveland, Buffalo, Boston, 


SPRING HINGE CO 
St. Louis, Philadelphia, Jersey City. 


1S} 9099 0) => Ga O) 2 010) 


Cc GENERAL PREFERENCE OR- | 


DER M-19, as amended Feb. 25, re- ‘| 
lating to products containing chlorine, 
due to become effective April 1, has 
been postponed to May 1, the Director 
of Industry Operations has announced, 
pending revision of the order. 
x «re 

WPB HAS GIVEN SHIPMENTS 
| of methyl alcohol to be used in the 
| manufacture of formaldehyde for uses 
| in Classification I of Order M-25, large- 








=| 
in 










| ly industrial uses, a preference rating 
of B-2. Shipments for uses in Classi- 
| fication II (largely plastics for civilian 
| 
| 





use) are given a rating of B-3. Both 

classifications formerly received the 
| same rating of B-3 for deliveries of 
methyl alcohol. In all cases of quan- 
tity restrictions, they changed from a 
monthly to a quarterly basis and per- 
sons who release less than 55 gal. of 
methyl alcohol a month are exempted 
from the restrictions and requirements 
set forth in the order. 


Include This 
New {1000 
tablet) Victory 
Garden Package 





STARRETT 


WNo.101 


TRANSITS AND 
LEVELING INSTRUMENTS 


Priced to sell as low as $20.00 


Get these extra profits 


Sell Plantabbs in quantity lots. Don’t think of 
them as a 10c item. There’s a definite de- 
mand for the $3.50 garden size (this year, 
amonj victory garden fans, more than ever) 
and the $1.00 box is always a big seller. 


Recent delivery of needed parts makes it * Stock them. Display them, and make this 
possible for us to supply Starrett Transit * * extra frofit on volume sales. 
No. 99 and Starrett Leveling Instrument USE OF GLYCERINE for the List Price 








No. 101 immediately. Contractors, build- manufacture of anti-freeze has been pro- = — Pe wo pEaees Jae «it on. 
ers, carpenters, millwrights, farmers, etc., a by Perigo other ae have on aoe ag Fesascaks $4.00 Doz 
: 7 ) per c je o il Plantabbs ......... $8.00 Doz. 
have many uses for these practical, accurate poem Hmnited to (Yer Comt oF average | be 
se inate ins eh sah Take cea monthly consumption in 1940, All de- $5.50 Retell Plantabts ......... $2.75 Each 
’ P : : : ‘ | liveries of glycerine in excess of 50 lb. Extra 5% on $6.00 
tage of this opportunity for quick, profit- | é Extra 10% on $12.00 
: ee | were placed under allocation control. e se Sitibienibine die Wtenkabih 
able sales. Write for complete descriptive | ws sa@P Company, 


The allocations will become effective 
| May 3 

Users of glycerine must file a copy 
of Form PD-362 with suppliers monthly 
and the original form with the WPB. 
Refiners and producers must report on 
Form PD-363. All consumers who used 
more than 50 Ib. in any one month for 


1 W. Biddle St., Baltimore, Md. 


circular “A”. 






THE L. S. STARRETT CO. 
W orld’s Greatest Toolmakers 
Athol e@ Massachusetts @ U.S.A | 
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8% 


MORE PROFIT 


NEW, hard-to-cut steels 
require High Speed hack 
saw blades. Capewell has 
developed the molybden- 
um blade that pone 
are paying real mone 
own. i's called TECH. 
NITE. It cuts faster, lasts 
longer. For you, it aa 
Hide more profit. It se 
fast from ae s FREE 
4-color disp Carry ex- 
tra stock to fill the demand. 
Order from your jobber. 
The Capewell Mfg. Co. 
Hartford, Conn., U.S.A. 




















Stamped and 
embossed in the 
favorite styles 
from galyanized 
iron and then 
given a heavy 
baked enamel 
finish, Premax 
House Numbers 
in their war- 
time uniform 
are meeting a 
ready sale. They 
retain their 
legibility and P 
endurance practically as well as the former 
copper, brass and aluminum. 


Fremax Froducts 


Division Chisholm-Ryder Co., Ine. 
4201 Highland Ave., Niagara Falls, N. Y. 


90 









the six months ended March 31, must 
report before May 1 to the WPB on 
Form PD-361. Inventories are restricted 
to one-twelfth of the amount used and 
sold during the year of 1940. 


Se 2 @ 
WPB HAS ANNOUNCED that 


tow and other agave fiber waste not 
suitable for manufacture into cordage 
or twine may be released to the trade, 
under Amendment No. 2 to Order M-84. 
It can be sold by the trade for bedding 
and stuffing. Another amendment per- 
mits the delivery of agave fiber to im- 
porters, dealers or jobbers to complete 
contracts entered into prior to Feb. 20, 
the date of the order. Still another 
amendment confirms a telegraphic or- 
der permitting the delivery of binder 
twine to persons having Army con- 
tracts for sand bags, the twine being 
necessary to tie the bags shut. How- 
ever, this applies only to March and 
April. Thereafter the bags will be 
closed with twine made of jute, which 
is less scarce than agave. 


 - = 


DECORATING THE ENDS OF 
TIN CANS WITH ENAMEL IS 
OUT. Enamel, says WPB’s Division 
of Industry Operations, is needed to 
coat vitally needed military supplies. 
So on March 23, it issued Conserva- 
tion Order M-108 providing that oils, 
lacquers, enamels, resins and gums shall 
no longer be used as exterior coatings 
on cans made of tin-plate or terneplate, 
unless the coating serves a particularly 
useful purpose. Exceptions were listed. 
WPB estimates that elimination of this 
coating will result in an annual sav- 
ing of approximately 500,000 lb. of raw 
materials for protective coatings. 

x * * 


INDUSTRIALISTS who come to 
Washington expecting to see WPB 
Chairman Donald M. Nelson without a 
previous appointment are being disap- 
pointed these days. 

They are greeted tactfully by a re- 
ceptionist in the red plush-carpeted 
ante-room with a request to state their 
business. The matter is then relayed 
to one of Mr. Nelson’s secretaries. These 
ladies, though competent, are by no 
means able to cope with the queries of 
business men with war production prob- 
lems to solve. They do not attempt to, 
but refer business men to some WPB 
Division head who may or may not 
know Mr. Nelson’s policy. This is usu- 
ally a matter of irritation because Mr. 
Nelson has not delegated to anyone 
the power to say “yes” or “no” from his 
standpoint. 

Nor is there any second or third in 
command in Mr. Nelson’s immediate 
office empowered to answer the ques- 
tions of more important visitors. Mr. 
Nelson himself is engaged mostly at 
present in answering the questions of 
Congressmen in connection with WPB 
reaction to 


didoes or the Nelsonian 


labor legislation. 


DONALD M. NELSON recently 
delegated the following powers to Leon 
Henderson as Director of Civilian Sup- 
ply: 

1—The Director of Civilian Supply 
is responsible for civilian needs, and 
therefore, for decisions of the WPB 
regarding critical materials, facilities 
and services as they relate to (a) the 
health and productive capacity of the 
population of the country or (b) essen- 
tial work of business establishments 
other than war production. 

2—After consultation with the appro- 
priate industry branches, formulate and 
recommend programs to the Require- 
ments Committee for the allocation of 
materials, fuel, power, articles, other 
commodities, machinery, plant facil- 
ities, and essential services available 
for civilian use among competing civil- 
ian demands which shall include the 
substantive policies and _ schedules 
necessary to an equitable distribution in 
the public interest. 


x* 


PLANS ARE BEING PRE- 
PARED by WPB to divide the country 
into 12 to 14 regions and to appoint a 
director for each. The Directors will 
be in charge of all WPB field offices 
and will report to the Bureau of Field 
Operations in Washington. By estab- 
lishing regional offices WPB will bring 
its work and relations with industry 
into closer contact, it claimed. 


x~*«k 


ALL CONSTRUCTION, except 
direct defense and those structures now 
operating under a preference rating 
will be stopped by WPB shortly, so 
that vital metals and other materials 
may be directed to the war effort. After 
the stop date, all new construction must 
be licensed and the limits of license 
issuance policy in the case of resi- 
dences will probably be none except to 
house war workers. Bars, bowling al- 
leys and similar structures will be out, 
and even agricultural buildings will be 
restricted, if allowed at all, on a mini- 
mum of metals basis. The order is not 
in final form, and may be changed in 
greater or lesser degree, but it is defi- 
nite that WPB is going to take this 
action. 

s+ 8 & 

CLIFFORD C. McALEENAN, 
Southport, Conn., has been appointed 
special assistant to Samuel S. Stratton, 
Director of the Technical Consultant 
Staff of the Bureau of Priorities. Mr. 
McAleenan wil! be liaison officer be- 
tween the Technical Consultant Staff of 
the Bureau of Priorities and field rep- 
resentatives of the Division of Industry 
Operations. He will also fill other spe- 
cial assignments and maintain direct 
contact with field offices. 

Before joining the staff of the Bureau 
of Priorities, Mr. McAleenan was as- 
sistant sales manager of the Anaconda 
Wire & Cable Co., in charge of elec- 
trical wire and cable sales. 
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A “crack” sales-soldier...a 
package that's the talk of 
the trade...an item that has 
been a sure-fire performer 
from the start. Order Schalk’s 
Crack Filler from your job- 
ber. Schalk Chemical Co., 
Los Angeles and Chicago. 








Here’s a Garden Display 
That Pays Plenty 


It’s Red Arrow in the colorful new display 
carton. Makes plenty of sales, at a healthy 
mark-up, insmall counter space. But don’t 
delay. Prices cannot be guaranteed in- 
definitely. Red Arrow is ready to help you 
boost 1942 sales wifh a new insect chart | 
poster, free leaflets, and advertising in 12 
big national magazines. Order Red Arrow 
from your jobber now. | 


THE McCORMICK SALES CO. | 
403 Light St., Baltimore, Md. 


RED ARROW 


GARDEN SPRAY 
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Coming 
Conventions 
and Events 


Corrected Each Issue 
According to Latest 
Data 
+ . 


Alabama Retail Hardware Assn., 
convention and exhibit, May 17-19, 
1942, at Admiral Semmes Hotel, Mo- 
bile, Ala. J. H. Crowe, 410 N. 21st St., 
Birminghan, is secretary. 

American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the Southern Hardware Jobbers’ As:o- 
ciation, April 20-23, at the Hotel 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary of the Manu- 
facturers’ Association, and T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the jobbers’ association. 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the National Wholesale Hardware As- 
sociation, Oct. 19-22, 1942, at the Pal- 
mer House, Chicago, Hl. Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is seeretary-treasurer of the man- 
ufacturers’ group, and George A. Fern- 
ley, 505 Arch St., Philadelphia, Pa., is 
secretary-treasurer of the wholesalers’ 
group. 

National Hardware Week, April 
16-25, 1942. 


National Retail Hardware Con- 
gress, July 13-16, 1942, at the Hotel 
Sherman, Chicago, Ill. Rivers Peterson 
is managing director with headquarters 
at 333 N. Pennsylvania St., Indianapo- 
lis, Ind. 


National Wholesale Hardware 
Association, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, Oct. 19-22, 1942, at the 
Palmer House, Chicago, Ill. George A. 
Fernley, 505 Arch St., Philadelphia, 
Pa., is secretary of the wholesalers’ as- 
sociation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers’ group. 

New York Housewares Show, July 
12-17, 1942, at the Auditorium, Atlantic 
City, N. J., sponsored by the New York 
Housewares Manufacturers’ Assn., Hotel 
Pennsylvania, New York. Mrs. Flo 
English, secretary. 


Southern Hardware Jobbers’ As- 
sociation, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, April 20-23, at the Hotel 
Roosevelt, New Orleans, La. T. W. 
McAllister, 1020 Grant Bldg., Atlanta, 
Ga., is secretary of the jobbers’ asso- 
ciation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ as:ociation. 


Triple Mill Supply Convention. 








/ SWING“ Way 


Geared cutting wheel moves at 
| correct cutting speed. Eliminating 
strain and skipping, for smooth 
safe can opening. The very best 
in can openers, guaranteed for 
five years 


RETAILS AT $2.00 


SWING-A-WAY STEEL PRODUCTS IWC. 
Merchandise Mart, Chicago 
New York Office: 220 Fifth Ave... West Coast: 
De Sanford Co., stocks carriedin Los Angeles, 
San Francisco, Seattle and Portland. 








Are you gelling 


YOUR SHARE OF 
INDUSTRIAL 
SOLDERING IRON 
BUSINESS? 












One thing is certain in these 
uncertain days—your best pros- 
pects are those plants engaged 
in defense prodyction. You can 
sell DRAKE Soldering Irons to 
those plants—for DRAKE irons 
have the stamina to take the 
punishment of constant use. In- 
vestigate this “‘live’’ prospective 
| market. 

Illustrated here is No. 600-10 (100 


watts, % in. tip) from the line of 
DRAKE Industrial Soldering Irons. 









ASK YOUR 
JOBBER FOR 
INFORMATION 


RAKE ELECTRIC WORKS, INC. 


656 LINCOLN AVE. CHICAGO, ILL. 
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PRIEST'S CLIPPERS 


A Complete 
Line— 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 
AMERICAN SHEARER MFG. co. 


NASHUA, N. 











Export Business 


Possibilities, 
for all steel products 


We invite offers 


with specificatio 


SADONIA LTD. 


30 Rockefeller Plaza, New York, N. Y 


purchasing agents for several mining 


nad companies in the Belgian Congo 








KEY BLANKS 


OF EVERY DESCRIPTION 


; 





Catalogue on Request 


GRAHAM MFG. co. 


Sue Gan, AA 








Robertson 
Original ‘Horseshoe Magnet" 
Hammers 





The original. Made of superior forged 
steel strongly and permanently mgr 
Holds securely. Patterns for home, shop, 
store and other uses. Also Patented 
Gripper Clips for —— kitehen utensils, 
tools, golf ane brooms, mops 


. GIBSON GOOD TOOLS, INC. e 
Bex 268 Orange, Mass., U.S.A. 











TATE 


PICTURE 
HANGERS 
and 
PICTURE CORD 


E. H. TATE CO., Boston, Mass. 
Seles Offices also in: 
Chicago New York Los Angeles 












10c 
Cards 


25¢ 
Boxes 
or Bulk 


WOOD JOINERS 


THEY PULL—CLINCH—HOLD 
See Bg aniee | —~_ “9 repairing 
ORDER NOW FROM YOUR. JOBBER 
SUPERIOR FASTENER CORPORATION 
5224 N. Clerk St. 





Chicago, iil. 
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May 4-6, 1942, at the Hotel Traymore, 


Atlantic City, N. J., comprising the 
Southern Supply & Machinery Dis- 
tributors’ Assn., E. L. Pugh, 314 Vol- 
unteer Bldg., Atlanta, Ga., secretary; 
National Supply & Machinery Distrib- 


utors’ Assn., H. R. Rinehart, 505 Arch 
St., Philadelphia, Pa., secretary, and 
the American Supply & Machinery 
Manufacturers’ Assn., R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa., 
general manager. 


Fleck Leads the Way With Victory 
Garden Meetings 


(Continued from page 39) 





This display within the retail store emphasizes the fact that the firm 
has an extensive stock of seeds, seed plants and plant food available. 


about 33 1/3 per cent. Many ques- 
tions were asked at the lectures. 

F. N. Price Supplee, horticul- 
turist, who acted as master of cer- 
emonies at the lectures, says, “One 
of the most outstanding things 
coming out of the classes was the 
fact that those attending were 
deeply interested and took time to 
really make a study of the sub- 
jects. Their questions brought out 
much information not covered by 
the speakers in their prepared 
comments.” 


The afternoon and evening ses- 
sions, held earlier in March, in 
cluded lectures on plant feeding 
and diseases, lawns and turf, veg- 
etable gardening, preparation and 
care of soil, flowers and house 
plants and garden design and or- 
namental planting. 


Mr. Graham, who is serving as 


borough director of agriculture 


under the National Defense Coun- © 


cil, says of the program, “The 
courses were very well attended 
and there was a great deal of in- 
terest shown. We feel that this 
program was a success.” Newspa- 
pers gave considerable news space 
to the lectures. 


Young Farmers’ Day 


The young farmers, future cus- 
tomers of Clinton,. lowa, business 
houses came in for their share of 
attention during the fall when the 
Chamber of Commerce Agricul- 
tural Committee cooperated in 
holding the Annual 4-H Baby Beef 
Show. This was a two-day affair. 
A fine program and banquet was 
planned for the entertainment of 
the young guests, in addition to 
the judging and parade of stock. 
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AMERICAN CHAIN 


ibdled and Wellllosés- 


AMERICAN CHAIN & ety COMPANY, Inc., BRIDGEPORT, CONNECTICUT 
AMERICAN CHAIN DIVISION, YORK, PENNSYLVANIA 











"CORT 


BIGGER-BETTER 


FASTER SALES 
WITH COLORTOPS 


vy demand—ali colored safety (NO 
GLASS—no cuts; NO METAL—no shocks) 
—New 5 unit carton—New 7 ester wl 
play box and dependable service, ma 
TRICO COLORTOFS sales biGceR-FaSTER 
and BETTER for you with less effort . 
more profit. 
ASK YOUR JOBBER FOR COLORTOPS 





@ COLOR TELLS SIZE 
° Ht APPEAL ~~ 
* LES GETTING 
e PROFIT MAKING 





TRICO FUSE MFG. CO. Milwaukee, Wis. 












DOLLAR DAY 
COMBINATION 


Dust Cloth Holder 
and 
Scrub Pail Dolly 


Two popular housecleaning items, 
specially priced to you to that you 
can sell BOTH profitably for One 
Dollar. 

DUST CLOTH HOLDER keeps 
supply of dust and oil cloths in 
handy, sanitary, safe place. All 
metal, in 5 colorful finishes. 
SCRUB PAIL DOLLY is minia- 
ture ‘‘truck’’ on 4 sturdy casters, 
on which scrub pail can be moved 
about easily, quickly, without 
scratching floors. Saves drudgery. 
See Your Jobber for Special Low 


Price on Combination 
PATENT NOVELTY CO. 











305 Eighth Avenue 
Fulton, Illinois 








Good Salesmen Wanted— 


If you’re a good salesman inside or outside and 
want to get located, use the Classified Oppor- 
tunities Section of HARDWARE AGE. That’s 
the place where concerns looking for qualified 
men and men looking for desirable connections 
usually advertise and “connect”. HARDWARE 
AGE is read by more men in the hardware busi- 
ness than any other trade publication. Consult 
and use it for quick, tangible results. Address 


HARDWARE AGE 


Classified Opportunities Section 


100 East 42nd St. New York City 








| 





Dependable Products Since 1888 








Coburn Trolley Track Co. 
424 Harding St., Holyoke, Mass. 


















|HELP SAVE FOOD—CLOTHING 


. the most amazing item you 
Silverfish 


| clothing, rugs, draperies, etc. Duplicates 


| for 20 years. 


| free. 





Sell Gator Roach Hives . 
have ever seen. Kills Roaches, 
and Crickets. Saves damage to 


Waterbugs, 
food, 


no other in your stock. On the market 
Nationally advertised the 
year around. Retails for 35c a package, 
set of 3 hives. Sells easily . .. repeats 
regularly. Order from your wholesaler. 
If he has none write us direct. Sample 


DE SOTO CHEMICAL CO. 
Arcadia, Fla. 


GATOR ROACH HIVES 


Kills Roaches, Waterbugs, Silverfish, Crickets 








MANUFACTURERS of 
Western Riding Equipment 
and Harness Full flower stamped, hand- 


tooled western saddles and riding bridles for 


e cattlemen and Dude Ranches. Work harness 

& and harness parts. Silver mountings for western 
saddles, bridles, martingales and men's belts. 

° Write for dealer’s catalog 

* 

: KEYSTON BROS. 


WESTERN SADDLE MAKERS SINCE 1868 
755 MISSION STREET » SAN FRANCISCO, CALIF. 











New goods and seasonable merchandise arranged attractively 
in your store windows always make people stop, look and 
usually BUY. For New Goods and timely window displays con- 
sult each issue of Hardware Age. You are reasonably sure to 
find something of real interest. Because— 


HARDWARE AGE, 





Draw People to Your Store—With Good Window Displays 


Hardware Age is constantly striving to help retail hardware 
dealers locate the newest and best merchandise in all lines 
of Hardware. And continually reproducing good window dis- 
plays made by progressive dealers for your help and guidance. 


100 East 42nd Street, New York City 
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Classihied Opporvtumitiea. Section... 





Use this section to. reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





[ _Chansified Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $4.00 
All capitals, maximum, 50 words.... 5.00 
ch additional word...... ; .08 


Positions Wanted 


(Special Rate) set solid, maximum 
BD WOE cccceccssccccescoccocce 1.00 
Each additional word............... 0S 


Allow Seven Words for Keyed Address or Y our Address 


BOXED DISPLAY RATES 
GO GND sisesncesecsteevess erence $6.00 
Each additional inch.......... 4.00 








DISCOUNTS og eT aa INSERTIONS 

4 insertions, $% off; 8 imsertions, 10% off. 

Due to the ptr rate, these discounts do 

net apply on Position Wanted Advertise 
ments. 


-@- 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency or stamps. 


Samples of Merchandise, Literature, 
Catalogs, ete., will net be forwarded to 
box number advertisers unless accom- 
ee by sufficient postage for remail- 
ng. 

















HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 

-~@- 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 














(Positions Wanted || Accounts Wanted 





CAN YOU USE AN ALL AROUND hard- 
ware man who is a producer? Have thirty years’ 
retail and road experience. Understand all lines 
of hardware. Can make up and install modern 
equipment with full knowledge of modern mer- 
chandising, managing, buying, window and ad- 
vertising work, etc. In perfect health and not 
subject to draft. Go anywhere. Good character 
and reference. Address Box H-51, care of Harp- 
ware Ace, 100 E. 42nd St., N. Y. City 


ALL ROUND HARDWARE MAN, 51 years 
old, single. By trade do plumbing, roofing, paint 
ing, guttering; also repair stoves, furnaces; dem- 
onstrate washing machines, stoves, cream sep- 
arators. Have hand tools, extension ladder and 
panel body truck. Perfect health. References. Ad- 
dress Box H-58, care of Harpware Acer, 100 E. 
42nd Street, New York City 


TWELVE YEARS’ EXPERIENCE APART 
MENT HOUSE SUPPLIES (hardware, elec- 
trical, plumbing, paints, maintenance, locksmith 
ing). Familiar with buying and selling. Capable 
manager. Age 30, married, responsible. Present 
position endangered by priorities. Further infor- 
mation and references furnished upon request 
Address Box H-60, care of Harpware Ace, 100 E 
42nd Street, N. Y. City 


18 YEARS’ EXPERIENCE AS SALESMAN, 
buyer and manager of hardware, plumbing, elec 
trical and paint supplies. Fully qualifies in any 
position, either inside or outside salesman. Know 
above lines fully and can sell same. Willing to 
locate anywhere. Draft classification 3A. Address 

ox H-62, care of Hanpware Ace, 100 E. 42nd 
Street, New York City 


SALESMAN DESIRES ADDITIONAL MA- 
JOR LINE. Has traveled extensively for 25 years 
throughout Illinois, Wisconsin and Minnesota. 
Address — Stanley Bemson, 2326 S. Michigan 
Avenue, Chicago, Illinois. 


— - “ 


FOR SALE TO LARGE HARDWARE COR 
PORATION or Department Store with congenial 
working conditions—Executive with 17 years’ ex 
perience retail—mail order—chain store. Seeks 
connection as merchandise manager or assistant to 
owner. Good knowledge all operations “hard lines.” 
Age 35. Married. Now employed New York but 
willing to go anywhere. Excellent references. In- 
terview can be arranged. Write Box H-64, care of 
pc Ace, 100 E. 42nd Street, New York 

ity. 
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} 











REPUTABLE Tall. 4 5, jal 
REPRESENTATIVE 
Over twenty years’ experience pane tanll national 
manufacturers, desires connection with manufac- | 
turers seeking competent sales agency. Contacting 
electrical and hardware jobbers, department and 
chain stores. Warehousing facilities. Substan- 
tial references regarding ability and operations. 
Seeking permanent affiliations. Territory—Eastern 
Ohio, Western Pennsylvania, and West Virginia. 
Address Box H-55, care of HARDWARE AGE | 
100 E. 42nd St., New York City | 








MANUFACTURER'S AGENT 


Offering complete merchandising and sales promo- 
tion service in eastern states, formerly located 
in New York City, has now transferred to Wash- 
ington, D.C., in association with long established 
firm of industrial representatives familiar with 
plant conversion problems. 

Address Box H-6i, care of HARDWARE AGE 

100 E. 42nd Street, New York City 























WILL SELL PROFITABLE HARDWARE 
BUSINESS located within one hour of Cleveland. | 
Owns its business site. Selling on account of | 
age of owners. Price and terms to be arranged. | 
Address—James A. Farrell, 1106 Williamson 
Bidg., Cleveland, Ohio. 








FOR SALE—FIXTURES OF MODERN hard- 
ware store, almost new, consisting of wall cases 
with tool racks and display tables at less than half 
regular price—located near Philadelphia. Address 
Box H-56, care of Harpware Ace, 100 E. 42nd 
Street, New York City. 


ELECTROLUX REFRIGERATORS 
WANTED—WE WILL purchase for cash. any 
number of new or used models of Servel Elec- 
trolux refrigerators. Either kerosene or gas mod- 
els. Wire or write us what you have to offer. | 
Address Bentley’s Hdwe. & Furn. Company, 
Kinsley, Kansas. | 





HARDWARE STORE — PLUMBING — TIN. 
SHOP ESTABLISHED 75 years Western New 
York, 20 miles from nearest city, 50 miles from 
Buffalo. Will sell stock at cost. Stock and fix- 
tures inventory about $5,500. Will rent building 
(two floors and basement) at $60. or sell $6,000. 
Wonderful opportunity. Address—L. A. Williams 
(Owner), West Park Square, Franklinville, N. Y. 


SALESMEN 


now covering hardware, paint and lum- 
ber dealers, wanted for territories in 
New England, Middle Atlantic and 
Central Western States to sell national 
product as a side line. 
Address oy es 57, eare parowass AGE 
100 E. 42nd Street, New York City 








_ Liberal commission. 


| tion. Pittsburgh district. 


PAINT DISTRIBUTORS 


Well-known quality paint manufac- 
turer for over fifty years, located in 
Pittsburgh, Pennsylvania, desires dis- 
tributors in eastern, mid-western, and 
southern states. 


Address Box H-16, care of HARDWARE AGE 
100 E. 42nd St., N. Y. City 











OLD RELIABLE CORPORATION OFFERS 
EXCELLENT opportunity to salesmen calling on 
hardware, builders, mill supplies and _ electrical 
trade. Patented article. Good commission and re- 
peat business. Exclusive territories still available. 
Address Box H-59, care of Harpware AGe, 100 
E. 42nd Street, New York City. 





SALES AGENTS OR REPRESENTATIVES 
WITH wide acquaintance in jobbing and depart- 
ment store field to sell Magic Green Fingers,— 
new patented method of supplying vitamins to out- 
door and indoor’ plants. A profitable repeat item. 
Give experience, state terri- 
tory desired. Address Smyles Laboratories, Dept. 
H. A., 108 Hennepin Ave., Minneapolis, Minnesota. 


SALESMEN AND FACTORY REPRESEN 
TATIVES TO carry a complete line of popular- 
priced paint and varnish. A few territories open. 
Good proposition with progressive organization. 
Liberal commission. Write to—20th Century Paint 
& Varnish Company, 30 Roebling Street, Brook 
lyn, N. Y. 











GENERAL MANUFACTURING MANAGER. 
MUST HAVE executive ability and record of 
efficient production. Complete charge of produc- 
Address Box H-63, care 
of Harpware Ace, 100 E. 42nd Street, New York 
\ City. 
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INDUSTRY ANSWERS THE CALL! 


32,145 Firms With Over 


wre thee 17,700,000 Employees 
oN Have Installed th 
,»v oe Br ofertas ave nstalle TRE « « 
Oe Bee en OO 


aoe we, sence ro. 
is. B= PAY-ROLL SAVINGS PLAN 


Have YOU Started the Pay- Roll —— 
Savings Plan in YOUR Company? 


Like a strong, healthy wind, the Pay-Roll Savings 
Plan is sweeping America! Already more than 
32,000 firms, large and small, have adopted the Plan, 


Plan Easy to Install 


Like all efficient systems, the Pay-Roll Savings 
Plan is amazingly easy to install, whether your 
employees number three or ten thousand. 





with a total of over seventeen million employees— 
and the number is swelling hourly. 


But time is short!..More and more billions are 
needed, and needed fast, to help buy the guns, tanks, 
planes, and ships America’s fighting forces must 
have. The best and quickest way to raise this money 
is by giving every American wage earner a chance to 
participate in the regular, systematic purchase of 
Defense Bonds. The Plan provides the one perfect 
means of sluicing a part of ALL America’s income 
into the Defense Bond channel regularly every pay- 
day in an ever-rising flood. 

Do your part by installing the Pay-Roll Savings 
Plan now. For truly, in this war, this people’s war, 
VICTORY BEGINS AT THE PAY WINDOW. 





MAKE EVERY PAY-DAY...BOND DAY! Vie 


For full facts and samples of free literature, send 
the coupon below—today! Or .write, Treasury De- 
partment, Section C, 709 Twelfth Street NW., 
Washington, D. C. 
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U.S. Defense BONDS * STAMPS 
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asily 
WET... DRY 


Pre-Waterproofed and Pre-Lubricated 
by Exclusive Methods 


Makes Columbian Rope 
more flexible 







Look for the 
RED, WHITE 
AND BLUE 
MARKER 
when you buy 
rope — your 
customers do 


TAPE-MARKED 
PURE MANILA 


BIAN 


nm Rope C 








COLUM ROPE 


Auburn, N 





MA WAUEEE WIS US 8 


— PREFERRED POWER FOR HUNDREDS 
OF MACHINES, TOOLS AND APPLIANCES 


Dealers know that equipment powered by Briggs & 
Stratton is easier to sell. Simple, 4-cycle, air- 
cooled design — easy, quick starting, economical, 
dependable operation make Briggs & Stratton pre- 
ferred power for every requirement—% to 6 HP. 


BRIGGS & STRATTON CORP., MILWAUKEE, WIS. 


Genui"° DOMES ¥ SILENCE 








SLIDE SILENTLY - SOFTLY- SMOOTHLY 
4c SET-10c SET-10c SET SAVE FURNITURE 
= _f, & FLOORS - CREATE QUIET 
4 Name “Domes of Silence” 









on each genuine Glide 








Domes of Silence Rubber Cushion Glides 


For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 


Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St, N.Y. C 
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a $200 
Save $1.00 by ordering your copy today 


“Taking the Mystery Out of Builders’ Hardware” 


9 et 8 ap ” Shih tt.) 4a 


‘meni 4 
1h 


New Price Effective 
April 1, 1942 








is your only source of complete, authentic easy- Check This 
to-read information on all phases of Builders’ PARTIAL LIST OF CONTENTS 
Hardware. 60 Chapters 


It's a handy book you will constantly refer to, gts ny a pax 1 '/-—cloth bound to 
especially the rg ype ty ~g will ane Working Blue Print—size 25 x 11!/2 inches 
you many times the cost of the book, in time an Glossary of more than 300 Technical Builders’ 


trouble. Hardware terms—Cross Reference Index 
You will get a better understanding of Builders’ 38 inch pull-out chart comparing 6! Builders’ 


. : , Hardware Manufacturers’ finishes with 
Hardware from reading this book and help in sell- U. S. Standard Symbols 


ing this line. It will also help you train your clerks Comparative Charts which show you how 














to become better salesmen, more alert to the profit to match other manufacturers’ products 
possibilities this line carries. — may “ mages pon the items of 
. . . a e tine you handie, such as: 
You will find use for this book now and during a , 
the years to come. Jamb-Floor and Checking Floor Hinges 
Mortise Bit Key Locks and Latches 
Order your copy today — use the coupon below. Mortise Cylinder Locks and Latches 
Trim for Mortise Locks 
ie ee ee coupon TODAY Double Hung Window Hardware 
gee= a Liquid Door Closers 
; HARDWARE AGE 1 Floor Hinges—concealed and semi-concealed 
: 100 East 42nd St., New York, N. Y. . : a ee , 
8 Please send me............copies of "TAKING THE MYSTERY OUT OF § |g oe dee ep gy a 
a BUILDERS’ HARDWARE" by Adon H. Brownell. | will pay the Postman : re eps wes booth = 
$2 each, plus a few cents postage. (Canada and Foreign Countries $3.50). - School — sai ita 
: a Hotels 
1 onan : Hospital and Asylum Buildings 
| ADDRESS a More than 600 illustrations, Charts and 
1 : tables 
a CITY ee <5, See 5 27 Illustrations of Different Builders’ Hard- 
s LJ Check here if you enclose payment, in which case we pay oumee 5 ware Display Rooms 
Jee SB SS SS SS SSS SSS SSS SSS SSS SSS SF SBS eee eee eee eee 
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There's furnace repair and maintenance work — lots of it — 
and government policy recognizes the importance of this 
work to the health and safety of the civilian population. Then 
—in defense areas—there’s a huge building program involv- 
ing “defense houses,” most of which are heated with warm air. 








Wherever you are, you can cash in on the repair and main- 
No. 589-R P . P . . 
Combination Takeott tenance market — with Milcor heating materials. Milcor fea- 
and Stack Adapter tures save time on “roughing in” — enable you to finish 
, sooner and make more money. You deliver good-looking, 
satisfactory jobs that build your reputa- 


tion as a capable craftsman. 





This season, push repair and maintenance 
to keep your shop busy. Use depend- 


ae. Sa ae able Milcor products on all your work. 
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Round Forced Air Pipe Write for your copy of the Milcor 


catalog on Furnace Pipe and Fittings. 
H-33 


MILCOR, STEEL. COMPANY 


MILWAUKEE, WISCONSIN . CANTON, OHIO 


CHICAGO, ILL. © KANSAS CITY, MO. © NEW YORK, N. Y. 
ROCHESTER, N. Y. © BALTIMORE, MD. 
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HARDWARE AGE 





FOR SMOOTH 
HAIR-LINE CUTS WITH- 
OUT DIGGING IT TAKES 


A RED DEVIL --- 
NO MORE CALLOUSES ON THE 
THUMB OR BETWEEN FINGERS. 


A RED DEVIL cireratty 
GLIDES ALONG THE RULE TO 
A LIGHT TRUE CUT - - 
THERE ARE OVER 
15 STANDARD 
STYLES 





Rod Devil, 


GLASS CUTTERS 
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OST of us have a good 

deal of confidence in the 
United States Mails. Forinstance, 
when you mail a letter, do you 
worry for fear that it will not be 
delivered promptly? Chances are 
that you don’t, and if that letter 


is addressed to SHAPLEGHS Mail 


Order Department you can be 
just as sure that the efficient 
handling of your message will 
not be interrupted after delivery. 


So send your next mail order to 


SHAPLEGHS . . . to SHAPLEGHS where 


service is important! 
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